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FELTON FLAVOR-FULL 
IMITATION RASPBERRY #1054 


FOR HARD CANDY: 
FELCO Super Concentrate Imitation Raspberry #1054 — $18.00 gol. 


FOR CREAM CENTERS, BAR GOODS, etc.: 
FELCO Concentrated Soluble Imitation Raspberry #1054 — $12.00 gal. 


There’s a FELTON FLAVOR for every kind of candy-— 
Tested in the batch, perfect for the purpose. 


Write for Samples and Quotations Today 
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TO THE MANUFACTURING 
CONFECTIONER ...CENTROL (LECITHIN ) 
BRINGS THESE ADVANTAGES: 





+ hits 


® Maximum reduction of chocolate vis- 


5 
And that’s why Centrol is the preferred didi das eat of Geutedl ceed 


lecithin today...the choice of more and more 
of the largest users who want predictable 
lecithin results in precision formulas 


® Easier mixing and handling through re- 
duction of surface tension 


# 


© Finer, smoother finish, longer-lasting 


When you decide that Centrol is the best lecithin for freshness through better dispersal of fats 


you, you can be sure that Centrol will go on being your 


best lecithin. For Centrol fits your formulas and stays © Neutrality of odor and blandness of 


LSU BON Ss A EOL SU Re 
* 


Pascoe cange eet 





fitted, never requires formula concessions, doesn’t need flavor 

shipment-by-shipment laboratory tests. — a 
Why? Because the Centrol you get, in any shipment, 

comes direct from laboratory controlled production Write, today. Tell us of your present or con- 
which supervises every step of processing from the templated use. We'll gladly send you a free 
soybean to the finished product. That’s possible only sample of the type best suited to your needs. 





because Central Soya does all its own processing in one 
continuous chain of operations. It’s possible because 
Central Soya recognizes the importance of consistently 


superior lecithin characteristics and knows how to 
maintain them...choosing only select quality yellow 
soybeans and using the most modern methods and 
equipment, including a special deodorizing process. CIT } r J N 
MANY TYPES OF CENTROL are available for various appli- 


cations—in 25, 50, 125, 215 and 500 pound drums. Laboratory-controlled from bean to finished product 





A product of CENTRAL SOYA COMPANY, INC., Dept, MC-8 Ft. Wayne 2, Indiana. One of the world's largest soybean processors. Canada Distributor: H. Lawton & Co., Toronto 
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ANUFACTURERS of cream and makes their use in quality assortments 


cordial goods, hard candies and highly expedient, both from the standpoint 
pectin jellies will find that Fritzsche of flavoring excellence and material econ- 
chemists have achieved the real thing in omy. Write us for prices and samples of: 
delicious flavoring effects in our true-to- 
type EKOMO and FRITZBRO IMITA- FRITZBRO AROME PINEAPPLE IMITATION 
TION PINEAPPLE. These flavors impart Pe ee re 

: FRITZBRO HARD CANDY FLAVOR IMITATION PINEAPPLE 

a natural, fresh fruit effect at a cost that OIL SOLUBLE PINEAPPLE IMITATION NO. 12006 





FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 76 NINTH AVENUE, NEW YORK II, N.Y. 
BRANCH STOCKS 
SOSTON CHICAGO LOS ANGELES ST, LOUIS TORONTO, CANADA MEXICO, D. F. 
f®acTroRries at cri\irron, nN. 4 ANNO SEtrRLR ANS (var) FRANCE 
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RUE OILS 
AVAILABLE AGAIN 


NATURAL ANISE * OIL OF LEMON, ITALIAN 





* NATURAL CASSIA, CHINESE 





These three popular imported oils are available now in the pre-war 








quality to which you've been accustomed. Immediate delivery can 


be made in unlimited quantities. USE THEM FOR Baking, 


Cooking, Custards, Icings, Fondants, Gum Drops and Hard Candies. 
FOR PRICES SEND FOR CATALOG “A” on your company letterhead 












BOSTON . . HAROLD H. BLOOMFIELD 
CHICAGO . . WM. H. SCHUTTE CO. 
CINCINNATI . WM. G. SCHMITHORST 
@emmoiwy. . .. L. H. CARLSON 
PITTSBURGH. ..... B. OSTROFF 
£0S ANGELES. . ALBERT ALBEK, Inc. 
PHILADELPHIA . . . . R. PELTZ CO. 
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THOMPSON-HAYWARD CHEMICAL CO. 
KANSAS CITY 
AND CITIES THROUGHOUT MIDDLEWEST 


MEXICO - EMILIO PAGUAGA 
PRINCIPAL CITIES IN SOUTH AMERICA 


g- 


119 WEST 19th STREET - 


NEW YORK 11,N. Y. 
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MAGNIFY YOuR PRODUCTION 







IN EVERY 
RECIPE FOR | 


CAST JELLIES © SLAB JELLIES *® CARAMELS 
FUDGE © CHOCOLATE-DIPPED JELLIES © PAN WORK 
HAND ROLLED CREAMS °® CAST CREAMS 


a Vezg-A-Loid will make the most of your hard-to-get materials 

and give you high quality products! In corn starch gums 
Veg-A-Loid controls sweating and tenderizes the gum with little or no sugar! Car- 
amels made with Veg-A-Loid require lower cook, less fat or oil—frequently fat can 
be eliminated from the formulae. 





No matter what candies you make you'll find that Veg-A-Loid enlarges your 
products in the eyes and tastes of the consumer. That’s because Veg-A-Loid’s gen- 
eral moisture control retains factory freshness and flavor, keeps candy texture 
smooth and tender. 


Write for Recipe M. Our laboratory and service department are at your disposal. 


J, H.hp wgevmeer Co. 


fe) MANUFACTURING SPECIALISTS TO THE FOOD INDUSTRY 
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lf > - 
245 Seventh heenue, New York, N.Y. 
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Scale Models --an Answer to 
Plant Layout Problems 












Three-dimensional scale models are a 
positive solution to your plant-layout 
and material-flow problems. Many 
costly errors are automatically elim- 


inated by this visual aid in pre- 





planning your contemplated moves. 


Listed Below 
are our 
Stock Items 


* Steam Fitted Mixer (1) * Racine Hard Candy Line (14) * 36-inch Packing Table with Conveyor 
* Gas Fired Mixer (2) * Hobart Mixer (15) (28) 

* Ball Beater (3) * Hobart Food Chopper (16) * Tables to Meet with Most of Above 
* Vacuum Cooker (4) * Almond Paste Machine (17) Machines (29) 

* Starch Buck (5) * Taffy Puller (18) * Female Figures—Standing (30) 

* Caramel Sizer (6) * Batch Roller (19) * Male Figures—Standing (31) 

* Chocolate Coating Machine—Tunnel * Caramel Packer (20) * Female Figures—Sitting (32) 

* en nein ht - ——— (21) * a)” and Stools for Seated Figures 
* Caramel Wrapper (9) * Nougat Stripper (23 " 

* Tempering ete (10) * al a * Standard 60" Becks (34) 

* Cut-Roll Machine (11) * Gas Kettle & Cooking Pans (25) * 3,4, and 5 Drawer File Cabinets (35) 
* Mixing Pan (12) * 60-foot Wide Conveyor Table (26) * Standard Shelving—8' high x 4' wide 
* * 


x 2' deep (36) 
* Portable Carts (37) 


Standard 6-foot Cool Slab & 8-foot 


36-inch Dipping Table with Conveyor 
Slab (13) (27) 


All of above models are designed to a 1"=1' 0" Scale. 15-day delivery on above models. (Order 
by number). Any type of special machinery or equipment not listed above can be produced in 30 


MANAGEMENT TOOLS 


176 W. Adams Street Chicago 3, Illinois 
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he industry . . . in quality... 
hief and only interest for 
knows what the highest 
ed Condensed Skim 
ey know that consumer 


e all-important. 


portance to manufacturers of “steady 


ntaining high production schedules. So 








veyor 
vr ary concerns are to “serve” in these ways—in 
A Quantity . . . and in Timing with Production needs. 
normal times Midland is able to supply both new and old 
sures customers. Today, the demand is higher for all milk products, 
but there is less raw milk being produced than last year. Your 
(35) understanding and cooperation has been most appreciated. 
wide 
° 
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You can't afford of to use it! 


The flavor you put in your product is the Compare Exchange Oil of Orange with 
decisive ingredient. For flavor is what the any other offered. Give it all your tests 
consumer buys. He judges quality by taste. for quality, uniformity and strength. Then 
Exchange Oil of Orange gives you more you will buy Exchange Brand. 


real orange flavor, drop for drop or pound 
for pound, than any other orange oil. 
That’s why more leading American man- 
ufacturers use it. 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York II, N. Y. 
DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
The Exchange Orange Products Co., Ontario, Calif. 
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AE Mfg. Co., MC-8 
B10: Bor 1001; Decatur, Blinois 
We would like to know what Staley’s So 


ive us a better product at lower cost. 
tion on what it can do in these types of 


A. E. STALEY MFG. CO. 


industrial Sales Division, Decatur, Illinois 
STALEY’S HI-FAT SOY FLOUR er STALEY’S LO-FAT SOY FLOUR 


Canadian Representative: 
James L. Doig, 6876 Sherbrooke Street West, Montreal 28, Quebec, Canada 
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Mor than half the food value— think first of this valuable ingredient. A 


two-thirds the total food solids—in whole new edition of the Institute’s bulletin, 

milk is concentrated in nonfat dry milk “Half /Half+”, soon available, gives data 

solids. Nutritional values exceed the mar- in easy-to-read form showing why nonfat 

ket values placed on this vital food. dry milk solids ranks so high nutritionally. 
When you think of candy as a food, Ask for a copy of Bulletin 905. 


AMERICAN DRY MILK INSTITUTE, Inc., 22] N. La Salle St., Chicago 
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350 MAPLE IMITATION 
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Leading candy manufacturers are going all out 
for this pleasing flavor. The reason? 350 Maple 
—lImitation gives your confections a deliciousness 
comparable to the taste of pure maple sugar. 
That’s why this popular flavor continues to hold 
its longstanding position as the industry’s favorite 
for creams, caramels, toffy and fudges. 


If you’re not already one of the many users of 
350 Maple—Imitation, order a trial gallon today! 


TRIAL GALLON 
CASES (4-1 gals.) ...........ccc.000 $7.50 per gal. 
Delivered from our nearest warehouse 








— ae 
ATLANTA * BALTIMORE + BOSTON « CINCINNATI « CLEVELAND 


DALLAS + DETROIT + HOUSTON + INDIANAPOLIS + KANSAS 
CITY, MO.* MINNEAPOLIS +» NEW ORLEANS*+ OMAHA 
PHILADELPHIA + PITTSBURGH « ST. LOUIS » SAN FRANCISCO 


FIRST PRODUCERS OF CERTIFIED COLORS 


for August, 1946 page 13 





SAVE WITH “SAVAGE” 


Machinery and Equipment made by SAVAGE has set a 90-year record for low-cost operation and mainte- 


nance. Close cooperation with confectionery manufacturers enables SAVAGE to anticipate your own needs. 





TILTING MIXER. Adaptable for caramel, nougat and coco- OVAL TYPE MARSHMALLOW BEATER. 100% sanitary. 
nut batches. Double action agitator. Belt drive or motor More beating space for volume. Faster heat discharge. Quick 


drive. Sizes 25, 35 and 50 gallon. cooling. 150 and 200 pound sizes. Belt or motor drive. 



































at 


SAVAGE Scientific Heating-Cooling Slab. Even heating or cooling at all times. No hot spots. Will cool 20% 
faster. Withstands 125 lb. working pressure. Legs adjustable. Completely fool-proof. Perfect for Bottomer 


Cooling Tables. 


SAVAGE has given almost a century of service to manufacturing confection- Since 1855 


ers. This long record of high-quality machinery production plus efficient repair 
service has made the name SAVAGE synonymous with candy machine quality. 


Savage Machines Will Help Speed Your Production. 


SAVAGE BROS. CO. 


2638 GLADYS AVE., CHICAGO, ILLINOIS 
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THIS PIECE OF CANDY WENT TO MARKET! 


THIS PIECE OF CANDY WENT TO TOWNSS 


4 MMM ... THEY LOOK ALIKE! 

Their contents? Similar! 
Now let's taste piece “A”. No ar- 
resting taste appeal. Now how 


“B’? Delicious . 


Candy as it should be.. 


about piece 
. Rich in 
distinctive flavor! 

There you have the secret of the 
success of Brand ‘‘B’’. More flavor- 


appeal through the use of MM&R 


AGNUS, : 


Flavor Oils . . . those superlative 
flavors which give candy that eat- 
another-piece appeal. 

Whether you wish to add new 
flavor excitement to a confection 
that is already on the market . . . 
or launch a new taste-thrill to cap- 
ture America’s fancy . . . look to 


MAGNUS, MABEE & REYNARD, 


INC., for flavors of unsurpassed 





| __SINCE 189s. 


quality and proven economy. 

The facilities of our laboratories 
and more than fifty years of spe- 
cialized experience are available 


without obligation. 


- ough ¢ 
eg, 
Flava 


SCE 1995 ‘ALS 


LABEE & | .EYNARD, INC. 


. ONE OF THE WORLD'S GREATEST SUPPLIERS OF sasantiat “ous: 





16 DESBROSSES STREET, NEW YORK 13, N.Y. - 


221 NORTH LASALLE STREET, CHICAGO 1, ILL. 











- .. as polite as he must be, little Jerry 
is truly reluctant to give up more than 
one of his treasured sweets. Good? . . . 
Just ask him! ... And so, too, ask any 
of the highly satisfied users of 


FLORASYNTH 


Imitation Concentrated Candy Flavors 


in more than 


32 DELICIOUS FLAVORS 











You will find them é aerwene | 

‘ For 

just what Jerry likes €| fsyored flavor” \2 

... What manufac- € STRAWBERRY y 
€] RASPBERRY |) 

turers have proved ¢| watnuT [9 

to themselves... §& yn 2 
¢ ANISE i 
OW w aaa 





SHorasynlh, LABORATORIES, INC. 
CHICAGO G - NEW YORK GI - LOS ANGELES (3 


DALLAS 1 + DETROIT 2 + MEMPHIS 1 + MINNEAPOLIS 2 
NEW ORLEANS 13 + ST. LOUIS 2 + SAN FRANCISCO 3 + SEATTLE 4 


“Worasynth Lobs. (Coneda) Lid. — Montreal © Torento * Vancouver * Winnipeg 
Floroyynth Loberatories de Mexico $. A. — Mexico City 
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At Your Finger Tips 


Technical INFORMATION 


For Every Candy Library 











A good candy library will effectively answer ever-occur- 
ring technical questions with instant, complete satisfac- 
tion. Let the experts work for you. Turn their knowledge 
into greater profits for your firm. The books listed here 
are carefully selected to help make your candy library an 
authoritative, finger-tip source of profit-making, time- 
saving technical information. 


1—Chemical Formulary, Volume VII 


eee Or Te, ONE, FA oie es cccescscccsess $6.00 
2—Glue and Gelatine 
i N: 115555 4c dienes a vwwewenn anes $3.75 


3—Confectionery Analysis and Composition 
By Dr. Stroud Jordan and Dr. K. E. Langwill ... .$3.50 


4—Glycerine 
By Georgia Leffingwell, Ph.D. and Milton A. 
i dee tee ee tien ch baw eate $5.00 
5—Handbook for Chemical Patents 
ee BEE, TRU ccc cseccncdtcecccsees $4.00 
6—Flavor 
i ak othe ewan wee W $2.50 
7—Practical Emulsions 
ee ee ee $5.00 
8—Rigby's Reliable Candy Teacher 
ERAS ET EA CC ee $3.00 
9—Soybean Chemistry and Technology 
By Klare S. Markley and Warren H. Goss...... $3.50 
10—Spice Handbook, The 
De i iso. a cle dea anne seee waeut $6.50 
11—Tropical Fruits 
By Sukh Dyal, B.Sc. (Hons.), M.Sc........... $2.75 


12—Vitamin Values of Foods: A Compilation 
By Lela E. Booher, Eva R. Hortzler, and Eva 


DPN ixintcskukecsasteacoskeaseensawee $2.75 
13—Confectionery Problems 

By Stroud Jordan, M. S., Ph. D. ............ $5.00 
14—Confectionery Standards 

By Stroud Jordan, M. S., Ph. D. ............ $5.00 
15—Photomicrography 

er ONO nos cbccsencacccaes $10.00 
16—Examining Dentist in Food Hazard Cases 

By Charles A. Levinson, D. M. D. ............ $2.00 
17—Chocolate Evaluation 

By Stroud Jordan, BLS., Ph:D......00.cccccecces $3.00 
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400 W. MADISON STREET 
CHICAGO 6, ILLINOIS 
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BE AS “NUTTY” AS YOUR CUSTOMERS WANT! 
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Candy-maker yearns for a ‘best seller’’ — 
but isn’t sure he can get all the proper kind 
of ALMONDS he wants! 




















Worries about problem so much, 
can’t even taste his own candy 
with pleasure! What to do? 





Eagerly hears from salesman for California 
Almond Growers Exchange that: 


Il. Evidence points to an ABUNDANT 
SUPPLY of Blue Diamond Almonds! 


2. Blue Diamond DELIVERIES ARE 
PROMPT as prompt! 


3. ACCURATE BLUE DIAMOND 
GRADING meets most exacting 
requirements ! 


4. Every Blue Diamond Almond is FREE 
OF DUST AND BITTERS! 








5. Each kernel is checked for UNIFORM QUALITY! 
6. Blue Diamond Almonds can be used to make 


almost ANY CANDY SELL BETTER! 





Yes—you can plan on a plentiful supply —of the 
kind you want! 


For Blue Diamonds can promise you plenty of 
plump, crisp, tasty almonds—each one’s dust-free 
and sweet, too! 


That puts you in the position of being able to bet 
on a sure thing—the sales-appeal of Blue Diamond 
Almonds in your candy! 








gt DIAMOn,, 





~ 


BLUE DIAMOND ALMONDS 


FROM THE VALLEYS OF CALIFORNIA 
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APPLYING “FLOW-MASTER. EQUIPMENT 
to Continuous or Batch 


FLOW-MASTER LABORATORY MODEL 


Used as a pilot machine or part of a pilot processing line, it 
enables you to check material variations and other factors 
with small quantities of material. Results so produced can be 
duplicated in actual production simply by using the same 
settings for temperature and pressure on your standard 
FLOW-MASTER equipment. 








a 


ees DRY 
/ MATERIAL 
FEEDERS 


ay Watch for the FLOW-MASTER flow sheet 


a 





FLOW-MASTER SANITARY PUMPS 


Will transfer, meter or proportion. Incorporate such unique 
FLOW-MASTER features as automatic compensating wear 
control which enables them to maintain volumetric efficiency 
longer. Handle light or heavy viscous material. Positive dis- 
placement. Stainless, easy to clean. 


One of the many FLOW-MASTER 
continuous processing set-ups. 


each month. 















































SUPPLY | 
UNDER | 
CONTROL | 

| 
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Processing of Confections 


FLOW-MASTER KOM-BI-NATOR » 


Combines many of the functions of several special- 
purpose machines—grinds, mixes, blends, texturizes, 
emulsifies, stabilizes, bleaches and, in addition, homo- 
genizes by means of the FLOW-MASTER principle. 
One or more Kom-bi-nators, with FLOW-MASTER 
transferring, metering and proportioning pumps, can 
be chanel to continuous processing of a wide variety 
of products in a single, fast, continuous operation. 


FLOW-MASTER HOMOGENIZER 


Absolutely original in its application of a new, scien- 
tific principle of homogenization at comparatively low 
pressure. Homogenization is accomplished by a series 
of. consecutive actions, each of which brings your prod- 
uct one step nearer perfection in one continuous trip 
through the machine. Features include automatic com- 
pensating wear control, stainless construction, quick, 
easy cleaning, etc. 





ee 














Operations, makes it possible to convert hun- 
dreds of batch methods into fast, low-cost con- 
tinuous operations. 

_ By means of suitable combinations of FLOW- 

MASTER Proportioning Pumps, Continuous 
Mixers, Homogenizers and Kom-bi-nators, many 
of the operations of grinding, mixing, blending, 
texturizing, emulsifying, stabilizing, bleaching 
and homogenizing can be accomplished. in a 
single, continuous operation. 











... and Many Others 


FLOW-MASTER Equipment, by applying an 
entirely new, scientific principle to processing: 


Caramels - Butter-Scotch - Toffee Mixes 
Reconstructed Milks - Plastic Milk - Peanut Butter - Fudge Mixes 
Compound Coatings - Ready-to-use Chocolate Syrups - Chocolate 
Syrup (Concentrate) - Scotch Mallows - Cocoa Liquor - Chocolate 


~The results: Passes soit, product qual- 
ity, lower" ‘manufacturing costs, new processes 
and often entirely new products. 

Marco facilities include an experienced re- 


search laboratory which is prepared to help you 


convert from batch to continuous. processing by 
means of FLOW-MASTER Equipment. Your 
inquiries and problems are invited. Or sead for 
Catalog No. 10 which contains details and en- 
gineering data on FLOW-MASTER Homoge- 
nizers and Kom-bi-nators. Sanitary aa are 


_ covered in sane No. 25. 


* Marshmallows 


Third and Church Sts., Wilmington 50, Del. 
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What is product integrity? 








Product integrity is prod- 
uct assurance. Assurance that the ingredients that go 
into the making of your candy are always of the same 
high standard. 


George Leuders gives you the product of integrity. Sixty- 
one years of consistently fine effort have made the lab- 
oratory-craftsmanship of Lueders a silent guarantee to 
candy manufacturers throughout the country. 


The laboratories of George Lueders are al- 
ways busy filling particular needs of individ- 
ual confectioners. We invite your inquiry. 


Convention-Month Recommendations 


Oil of Anis, Chinese, U.S.P. XIl 

Oil of Cassia, Redistilled, 959%, Cinnamic Ald. 

Oil of Lemon, Messina, U.S.P. XII 

Oil of Orange, Sweet, U.S.P. XIl 

Concentrated Imitation Strawberry Essence 165A 
Concentrated Imitation Raspberry Essence 164A 
Concentrated Imitation Pineapple Essence 168A 
Concentrated Imitation Cherry Essence 166A 




















Since 1885 





427 Washington Street New York 13, N. Y. 


CHICAGO, ILL. 510 N. Dearborn St.; SAN FRANCISCO, CAL. 56 Main Street; 
MONTREAL, CANADA 361 Place Royale; LOS ANGELES, CAL.; PHILADELPHIA, Pa.; 
ST. LOUIS, MO.; TORONTO, CANADA; WINNIPEG, MANITOBA; WAUKESHA, WIS. 
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(4) The Livestock Car 









(5) The Refrigerator (P.F.E.) Car 








(6) The Box Car 


(7) The Gondola 


BoE 





(8) The Flatcar 









ie ninsenseanaieal 
(9) The Automobile Car 
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(3) The Covered Hopper Car 





(2) The Tank Car 


(1) The Hopper Car 






Transportation 
Tailored to 


Your INDUSTRY 


To most effectively meet the needs of American Industry, 
Union Pacific provides a fleet of freight cars specifically 
designed to transport all types of materials and merchandise. 








Sturdily constructed and efficient in mechanical oper- 
ation are the various types of freight cars pictured on 
this page. This safe, dependable rolling stock is a 
vital factor in providing transportation for the com- 
merce of the nation. 


Of special interest to the Confectionery Industry are 
the box car and refrigerator (P.F.E.) car, Figs. 6 and 
5. In January, 1946, Pacific Fruit Express Company 
was authorized to obtain 2,000 new refrigerator cars 
at a cost of 12 million dollars. 


The trained knowledge and experienced skill of thousands 
of Union Pacific employees keep shipments rolling on 
schedule over the time-saving Strategic Middle Route, unit- 
ing the East with the West Coast. Experienced traffic 
specialists, from coast-to-coast, are ready to assist you. Let 
them help you with your next shipment, 


For fast, dependable service . . . 
be Specific - 
say Union Pacific 





*- Union Pacific will, upon request, 
gladly furnish industrial or mer- 
cantile concerns with information 
regarding available sites having 





Railroad, ‘Omaha 2, Nebraska. 


=< go trackage facilities in the territory 
U [|e 





UNION PACIFIC RAILROAD 
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Like the candies you make with Nonfat 


Dry Milk fom LAND OQ’ LAKES 


ORDER FROM ANY OF THESE OFFICES 


New York City 11,N.Y. Worcester, Mass. Pittsburgh 22, Pa. 


*Trade marks 
registered 


Newark 5, N.J. Charlotte 4, N.C. Buffalo 5, N.Y. 
Jamaica 2, L.I., N.Y. Atlanta 3, Ga. Syracuse 1, N.Y. 
Philadelphia 23, Pa. Kingston, Pa. Detroit 13, Mich. 
Baltimore 1, Md. Boston 13, Mass. Cleveland 15, Ohio 
Washington 4, D.C. Springfield 1, Mass. Chicago 7, Ill. 
Richmond 20, Va. New Haven 3, Conn. Milwaukee 12, Wis. 


Providence 3, R.I. 


LAND O LAKES 


CREAMERIES, INC. 


MINNEAPOLIS 13, MINNESOTA 


Also Famous For 


LAND O'LAKES SWEET CREAM BUTTER 
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if its LEMON flavored - 


irs 4 10 1 tHe 
OIL IS EXCHANGE! 


More than 80% of all the lemon oil used in 


the United States is Exchange Lemon Oil. 


This overwhelming endorsement by the 


trade is your assurance that Exchange 
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Lemon Oil delivers flavor. .. clarity and 
uniformity not found in any other 
Lemon Oil. 


Distributed in the United States exclusively by 


FRITZSCHE BROTHERS, INC. 
76 Ninth Avenue, New York II, N. Y. 


DODGE & OLCOTT, INC. 
180 Varick Street, New York 14, N. Y. 


Distributors for: 
CALIFORNIA FRUIT GROWERS EXCHANGE 
PRODUCTS DEPARTMENT, ONTARIO, CALIF. 


Producing Plant: 
EXCHANGE LEMON PRODUCTS CO., CORONA, CALIF, 
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ONE—We want to thank all of our friends and customers who stopped to 
call on us at our booth at the recent NCA exposition, and who expressed an 
interest in our old and new products. We will continue to produce the best in 


quality confectionery belting products. 


oe 


TWO—BURRELL is backed by 32 years of experience pro- 
ducing high quality belts at lower costs. BURRELL belts are treated \ 
to resist deterioration from cold, heat, moisture, grease, oils, stretch, =e\ 
shrinking, excessive wear, etc. 


THREE—We are improving our products constantly. The use 


of BURRELL belts will minimize shut-downs in your plant from 
belting failures. Many 100%, BURRELL installations in many of =) 
the industry’s largest plants prove the superiority of BURRELL 


products. 





FOUR—BURRELL belts are the result of years of experience and scien- 
tific engineering. Our staff of service technicians, trained to help you in your 


belting problems is available for call at any time. Just let us know what your 


= 


requirements are and we'll be glad to give you immediate help in selecting the 


correct belts and sizes. 
FIVE—We will welcome your calls or letters or your personal visit to 


our plant. There is a BURRELL belt for every purpose. Each one is designed 

for a specific job. Choose from the list of BURRELL “Stars” below and then 

ask our belting engineers for complete information and recommendations. 
- ait 


Write or call us today. 


It Is Profitable to... 
Let BURRELL belting experience and the . . . 11 BURRELL stars help you! 
* THIN-TEX CRACKLESS Glazed Belting * Innerwoven Conveyor Belting 


* Caramel Cutter Belts * Batch Roller Belts (patented) 
* Feed Table Belts (endless) * Cold Table Belts (endless) 
* Caramel Cutter Boards * White Glazed Enrober Belting (Double 


* CRACK-LESS Glazed Enrober Belting texture; Single texture; Aero-weight). 
* Packaging Table Belts (Treated and * V-Belts (endless) 
Untreated) 


“Buy Performance" 


BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 
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What Brecht Candy Co. thinks of 
EXCHANGE CITRUS PECTIN 


Denver. CoLoRang 
My 15, 1946 


Caltforn 
Ontario fa Fruit Growers Exch 
California “ange 


Gentlemen : 


de 
ear nd oy unifo 


A. C. BAKER, General Manager 
Brecht Candy Co. 


Years has enabled Us to meet the requirements or the 
Most aisey imine ting buyers of fine ality Oo 

Jelly Products, 
Very Cor dially yours 


BRECHT Canby co. 


ACBaker p 
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Nothing we can say about Exchange 
Citrus Pectin tells the story half so well CITRUS PECTIN 
as the testimony of its users — lead- 


ers in the candy industry of America CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department: Ontario, California 
189 W. Madison Street, Chicago 2 * 99 Hudson Street, New York 13 
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CONFECTIONERY 
ANALYSIS and 


COMPOSITION 


By 
STROUD JORDAN, M.S., Ph.D. 


and 
KATHERYN E. LANGWILL, M.S., Ph.D. 


$2.50 


The first two volumes of “Confectionery Studies” by Dr. Jordan, have acquainted the confectioner with everyday problems and with 
standards in effect at the date of publication. A practical and technical evaluation of chocolate products then followed entitled “Chocolate 
Evaluation”. These three books were willingly received by the industry as valuable additions to the technical literature available. 


This book, the fourth in the series, is being published by The Manufacturing Confectioner. Confectionery studies have been continued 
and this volume concerns itself, first with applicable data that cover the composition of basic raw materials as well as that of the finished 
confections in which they have been employed. 

In assembling this volume reference is made to applicable methods. Where satisfactory methods of analysis are of general knowledge 
they are incorporated by reference. All specially developed methods and procedures are incorporated in detail. 


Where reconstruction of formulas from analytical data is considered, we are dealing with a relatively unexplored field. Many basic 
assumptions have been made before actual formula reconstruction has taken place. The second part of this volume is used to consider 
the several confection groupings into which most confection types generally fall and full discussion of each follows. See Chapter Headings 
below. 


Moisture (Ch. 1) Colloidal Materials (Ch. 7) Sugar Cream (Fondant Ch. 13) 
Ash (Mineral Matter—Ch. 2) Nuts and Fruits (Ch. 8) Fudge (Ch. 14) 
Sugars (Ch. 3) Acids (Ch. 9) Caramels and Toffees (Ch. 15) 
Starches (Ch. 4) incidental Materials (Ch. 10) Marshmallow (Hard & Soft Ch. 16) 
Proteins (Ch. 5) Reconstructed Formulas (Ch. 11) Nougat (Ch. 17) 
Fats (Ch. 6) Hard Candy (Ch. 12) Gums and Jellies (Ch. 18) 
Coated Candies (Ch. 19) Appendix 


BOOK SECTION 


The MANUFACTURING CONFECTIONER 


400 W. Madison St. Chicago 6, Illinois 


Book Section: JU4SM.C. 
The MANUFACTURING CONFECTIONER 
400 W. Madison St., Chicago 6, Ill. 
Please send me Dr. Jordan’s Book “Confectionery Analysis and Composition.” 
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World's Star Salesman of Processed Milk, Milk Chocolate: 


Swiss Family VESTLE 


T° the U.S., Nestlé means a chocolate bar. To most 
of the rest of the world, it means canned milk. 
And milk, to all philosophers of abundance, is a fight- 
ing word. For milk in plenty, left to its own laws of 
flow, is much more likely to run into the hog troughs of 
the Temperate Zone than into the Hottentot’s bowl. But 
if the Hottentot has not tasted some by this time, the 
blame does not lie with Nestlé. 


Swiss burghers, banded together under the Nestlé 
banner, have for three generations defied two of the great 
variables of international trade. One is the world farm- 
er’s annual output. The other is mankind’s doctrinaire 
diversity in the matter of food. Being the broker between 


DR. EDOUARD MULLER, 

chairman, Nestle & Anglo- 

Swiss Holding Co., Ltd. (Bach- 
rach photo.) 


D. F. NORTON, chairman and 

president. Nestle’s Milk Prod. 

ucts, Inc., New York. (Bach- 
rach photo.) 


these variables hardly seems attractive as a gilt-edged 
investment proposition; but the stolidity of the burghers 
is evident in their willingness to seek regular returns 
from just such a venture. And their success is proved 
by the figures. For Nestlé, with its $225,000,000 annual 
sales, is the world’s star salesman of processed milk 
and milk chocolate. 

Like any good milkman, Nestlé has always had to 
get up early and go far for its customers, who are as 
varied in their tastes as in their global distribution. 
In the Midlands of England, working girls pour thous- 
ands of cases of sweetened condensed milk into their 
tea each year. In Malaya, white and native mothers buy 
sweetened condensed milk for their babies because it is 


_ This article is a condensation of an article of the same title appear- 
ing in the February issue of FORTUNE and is used through courtesy 
and permission of FORTUNE. 


for August, 1946 


preserved by its own sugar content even when open to the 
air. In the U. S., the same product substitutes for cream 
in many a cup of coffee. In India, it goes into the 
recipes of the Moslem—though rarely if at all into the 
kitchen of the cow-venerating Hindu. Moreover, sweet- 
ened condensed milk is merely one product on the Nestlé 
list. 

Nestle became a worldwide, cow-to-cup distributor 
of milk because Swiss management successfully under- 
took to tame the seasonal and geographical waywardness 
of the world’s milk output, making it yield returns as 
regular as a burgher’s annuity. Back of this actuarial 
achievement lies Nestlé’s little-known experience with 
local political attempts to improve upon the “natural” 
forces of the market place. These attempts alternately 
needled and invited the once-parochial company into a 
truly globe-girdling role. Above all, the Nestlé story 
is one of salesmanship’s taking issue with the old saw 
that there is no disputing tastes. The enthusiasm of 
Nestlé merchandising is suggested by the company’s 
beliefs about milk quality. 


CLIVE C. DAY. president. 

Peter Cailler Kohler Swiss 

Chocolates Co., Inc. (Conway 
photo.) 


ROBERT H. CORY. president. 

Lamont. Corliss & Company. 

New York. (Underwood & 
Underwood photo.) 


Swiss milk is better, says Nestlé, because Swiss cows 
lunch on Alpine nosegays. Whether this and other per- 
fectionist dogmas of forage are true, Nestlé believes in 
the quality standards they imply. And it has communi- 
cated the fervor of this creed to those who buy Nestlé 
milk. This may be the biggest reason why the com- 
pany’s distribution of milk in far places, and at many 
income levels, is at least a working model of the sort of 
consumption miracle that welfare economists dream of. 
And while the need to produce regular dividends can 
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DANIEL PETER, inventor of 
milk chocolate. In 1875 the 
idea was conceived of put- 
ting some of Nestle’s milk 
into some of Peter's choco- 
late. The resultant product 
was instantly popular and, 
from the beginning. “was as 
rich a recipe for earnings as 
it was for a food product.” 





challenge enterprise to accomplish such wonders, only 
salesmanship, it appears, can achieve them. 


Bearded Henri Nestlé, in the 1860’s, was a business- 
man who had retired to Vevey, Switzerland. He be- 
came interested in the business of a local chemist named 
Christophe Guillaume Keppel, some of whose remedies 
were concocted for infants. Nestlé took a flyer on 
Keppel’s enterprise and found himself owning it after 
Keppel retired in 1861. Several years later he added to 
the line a baby food based on a mixture of farinaceous 
pap and milk. The milk content was self-preserving be- 
cause Nestlé used condensed milk. He was soon selling 
several hundred thousand tins a year. By 1875 the firm 
had become Vevey’s foremost enterprise, and Geneva 
bankers offered old Nestlé a million francs for it. 
Vevey’s own businessmen, however, raised the ante and 
gave Mme Nestlé a coach and two horses to boot. Thus 
was formed the Societé Anonyme Farine Lactée Henri 
Nestlé. 

The young company faced competition from the 
outset. Charles A. Page, the American consul in Zurich 
in 1866, was a former Civil War correspondent who re- 


TINY VACUUM 
pan which was 
used by Daniel 
Peter, inventor of 
nilk chocolate, in 
the early days 
of the milk 
chocolate indus- 
try in his Swiss 
plant. 





called from his battlefield days the value of the con- 
densed milk first produced a decade earlier by Gail 
Borden. He called his brothers to Switzerland and 
formed the Anglo-Swiss Condensed Milk Co. He had an 
eye, to begin with, for the possibility of sales to ships’ 
stores. Page had also rightly guessed that the Mal- 
thusian multiplication of industrial England’s popula- 
tion would provide a market for his milk. 


Companies Merge 

Though Nestlé entered the market with a baby food 
rather than a condensed milk, the same tars and tots 
were soon the best customers of both companies. For 
when Anglo-Swiss brought out a baby food, Nestlé 
brought out a condensed milk. Their fight for business 
proved to be the prelude to a profitable peace. In 1905 
the two companies merged, with a combined capitaliza- 
tion of 40 million Swiss francs. The merger introduced 








LABORATORY of Henri Nestle in Vevey, Switzerland. In 
1860 Henri Nestle was a retired businessman. By 1875 
his firm had become Vevey’s foremost enterprise. 


a number of Britishers into the concern, but members 
of the Swiss families that assumed chief control in the 
1870’s continued to occupy the largest chairs at Vevey. 
When the merger had been celebrated by opening new 
condenseries in Australia and England, Nestlé found 
itself running nearly 20 plants in all. 

Nestlé grew so painlessly in the early 1900's that it 
entered World War I with what now seems naive en- 
thusiasm. In 1914 it had the Allied armies bidding 
against one another for its supply of safe, standardized, 
imperishable milk. While war’s first effect on Nestlé 
was to multiply sales, it soon multiplied supply prob- 
lems as well. The price of Swiss milk soared, and sup- 
plies were increasingly diverted to cheese making. As 
a result, Nestlé turned with greater interest to non- 
Swiss milksheds. By 1918, it had bought, leased, or con- 
tracted for the output of 100 condenseries in the U. S. 
alone. It financed these purchases by adding heavily to 
its fixed debt and charges. 

Postwar contract cancellation hit the company hard. 
Demand soon fell far short of supply. The company 
was left holding inventories of sugar at 30 cents a 
pound and obligations to buy milk at inflated prices as 
far as six months to a year ahead. While the concern 
went ever more deeply in‘ debt to Swiss bankers, its 
shares fell rapidly from their wartime highs. In 1921 
the family group itself had to dig into its capital; it 
sold the larger part of its interest in the company to 
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some 25,000 investors, mostly Swiss. In 1922 the 
family—still the managerial power in spite of the pro- 
prietary revolution it had engineered—called for bank- 
ing help. Louis Dapples, a retired international banker, 
accepted chairmanship of the Board. 


Dapples_ rigorously reorganized the company’s 
finances. He hired a Carnation expert at $100,000 a 
year to sell out most of the U. S. plants and he reor- 
ganized the rest under Indiana-born Daniel F. Norton, 
President of Nestlé’s Milk Products, Inc., the U. S. 
subsidiary. Dapples cut capitalization with equal vigor. 
But he knew that, although the higher accountancy is 
an extremely valuable tool, it is not an all-purpose one. 
There was still another problem: reorganizing Nestlé 
sales. Dapples’ mind went back to a prewar chapter 
of Nestlé sales history. 


In 1909, he recalled, the company sent a young ex- 
banker of 24 to work out of Instanbul as a salesman in 
the Middle East. At that time architectural and social 
seclusion still walled the Turkish home and mother from 
Western influences. A few Ottoman women, however, 
had already dropped the veil—and were anxious to help 
others do likewise. The young salesman hired some of 
them to organize movie shows for the harem-bound 
wives of Istanbul, who were required to pay their way 
with Nestlé chocolate labels. The primitive movie 
lantern of the period was indeed a magic lamp for the 
young merchant. Such ingenious sales-promotion strata- 
gems were so successful that milk competitors soon 
resorted to illegal measures like attempts to manipulate 
labeling regulations against Nestlé. 


The young salesman fought these intrigues by helping 
the Turkish police to catch his conniving foes with 
marked money. He not only astonished his wife by 
emerging from these winding ways alive, but also gave 
the Sick Man of Europe a good start on Nestlé milk 
diet. He followed this coup by placing his representa- 
tives in Egypt, Messopotamia, and the Balkans. In four 





AERIAL VIEW of 
Fulton, N. Y. 
factory, home of 
the Peter, Cail- 
ler, Kohler Swiss 
Chocolates Com- 
pany. Inc., and 
hub of the North 
American busi- 
ness in Nestle’s 
chocolate and 
cocoa products. 
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GIANT CHOCOLATE FINISHERS for making the velvety 
smooth texture, in the Peter, Cailler, Kohler Swiss Choco- 
lates factory. at Fulton, N. Y. 


years he rapidly ran sales in his territory up to an 
unheard of $1 million a year. 

The young man was Edouard Muller, a Swiss garden- 
er’s son. Now president of the company, he is a ruddy, 
solidly built, 61-year-old, who still wears the same kind 
of white detachable collar (no wider than ticker tape) 
that he wore as a star bank apprentice in 1902. He 
brushes off his adventure in the Golden Horn by re- 
marking that in those days he was only a “humble, sub- 
missive Swiss boy.” But if Dr. Muller was ever sub- 
missive, he was probably so only in his own retrospect. 
At inferences that stress his cosmopolitan shrewdness, 
he becomes empurpled. At those that underemphasize it, 
of course, he becomes even more so. 


But milk products were not all. The story of Nestlé’s 
early milk-chocolate business might serve as a textbook 
instance of two commodities in joint supply. It hap- 
pened that next door to Nestlé’s original baby-food 
factory one Daniel Peter had a little plant in which he 
made chocolate. The foreman of the Peter plant used 
to pass the time of day chatting across the back fence 
with the Nestlé shopman, and one fine day in 1875 the 








two of them hit upon the idea of putting some of Nestlé’s 
milk into some of Peter’s chocolate to see what would 
happen. Thus Peter came to produce something new 
under the sun—new, and instantly popular. Local 
bankers, always alert to the main chance for Vevey enter- 
prise, snapped up little Peter and made him into a cor- 
poration that soon made its mark. 


Chocolate Business Important 


From the beginning, this blend of milk and chocolate 
was as rich a recipe for earnings as it was for a food 
product. It was natural that sales-minded Nestlé should 
seek to acquire marketing rights for Peter’s chocolate 
outside of Europe—and the agreement was signed in 
1904. Before World War II, chocolate accounted for 
almost a quarter of Nestlé’s dollar sales and an even 
higher proportion of Nestlé’s net. Pre-war sales of 
Nestlé chocolate in the U. S. and Canada, for example, 
ran about $17 million per year. Dollar for dollar of 
sales, the chocolate business was far more profitable 
than the milk business in this same area. 


This market, however, is the largest corner of Nestlé’s 
domain over which it does not possess majority control. 
In 1902, two years before Nestlé’s deal with Peter, 
young Thomas Lamont, of Lamont, Corliss & Co., later 
of Morgan’s, visited England to obtain U. S. food 
agencies for British products. There he discovered 
Peter’s milk chocolate and bagged for his own firm an 
exclusive U. S. distributorship. Since then, intercor- 
porate deals involving Peter, his big Swiss chocolate 
competitors (Cailler and Kohler), Lamont, Corliss & 
Co., and Nestlé produced a new balance of controls. 
Lamont, Corliss has exclusive North American rights to 
all the chocolate brands involved in these deals, includ- 
ing the Nestlé brand. On the other hand, Nestlé owns 
one-third of the Lamont-Corliss stock. 


Over its other leading specialties, which are also its 
chief bid for future profits, Nestlé has complete control. 
Nescafé, before the entire output was commandeered by 
the Army, was making big strides in the U.S. Nestlé 
claims that Nescafé is superior to old-style coffee con- 
centrates because its particles, being dextrin-coated, are 
flavor-sealed. This highly profitable product is now on 
the market once more and should be a strong stimulant 
for Nestlé’s net. And Nestlé’s laboratory flasks are 
quietly testing out other capsulizations to transform the 
meal hour. 


Problems Considered 


Peace will not catch Nestlé napping as it did in 1918. 
The company has an excellent notion of its present 
and future problems, and of the timing that the solu- 
tion of each requires. Milk, simply because- of its 
terrifying importance during a hungry winter, is first 
on its agenda—if not on its list of interesting new prod- 
ucts. Milk, like other commodities, will establish «a 
peacetime structure only by stages. Consumers of long 
standing who are now cut off from their usual supplies 
are concentrated chiefly in Europe. They will have to 
be supplied with processed milk of all types until their 
own condenseries—and their own fresh-milk supply 
lines—are fully re-established. The U.S., the United 
Kingdom, Australia, and Latin America are the re- 
gions that kept the world’s wartime output up to its 
prewar levels in spite of losses such as those suffered by 
the Netherlands dairymen. They will have to supply the 
emergency need. Nestlé is well situated in these areas 
to play an important part in such critical situations. 
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Beyond this milk-dominated foreground of peace, it 
is harder to see. Yet it is clear that Nestlé is ready to 
repeat its two customary bets on the long future. One 
is its traditional wager on milk products. The other 
is on chocolate and the other specialities—for which its 
milk products were the historical advance agents. Since 
both bets are on food, both are favored to win by the 
world’s increasing food-mindedness. Regardless of 
ideologies, nutrition has become a recognized social 
implement. It is milk, indeed, that is the most power- 
ful of all food weapons; and processed milk is per- 
haps that weapon’s most completely logistical form. 


Chocolate, chief of Nestlé specialities. can certainly 
be counted on to sell itself to a sugar-starved world at 
a great rate in the peacetime years. It should soon ex- 
ceed its prewar level of sales. Such products as Nes- 
café, on the other hand, have quite a different kind of 
strength from milk or chocolate. Nescafé saves what 
the clock-conscious consumer considers his most precious 
commodity: time. And though coffee concentrates may 
never industrialize the coffee hour as they have the 
coffee minute, they grow not only with prosperity but 
with the urban machine itself. And Nestlé knows well 
that its good name will sell an even longer list of 
specialities when the time is ripe. 





ASSOCIATION NEWS 





@ Ass’n of Manufacturers of Confectionery and 
Chocolate met last month in New York’s Hotel 
Pennsylvania to discuss the effects of present and 
future increases in cost.. Samuel D. Fried, of the 
Up-To-Date Candy Co., New York, and associa- 
tion president, emphasized manufacturing confec- 
tioners will hold the price line as far as humanly 
possible but indicated it may be necessary to 
charge more for the finished products if prices of 
basic ingredients are increased. 


Mr. Fried explained that everything possible 
would be done to retain the price of the popular 
priced bar candies because of their general public 
appeal and the desire of the industry to maintain 
such sales. He predicted that some retailers may 
see fit to absorb any small increases which might 
be made by wholesalers. Russell Stover, head of 
Russell Stover Candies, Kansas City, Mo., chair- 
man of NCA’s Washington committee, said there 
would be a rise in prices if there was a general 
increase in commodities. 

Production of candies will show a decrease of 
7 to 10 per cent under the 2,562,000,000 pounds 
manufactured in 1945, Philip Gott, NCA president 
asserted. It was pointed out by Mr. Fried and 
other manufacturers that the drop in the industry’s 
output was due to continued shortages of sugar, 
corn syrup, chocolate, and cocoa beans. 

Corn syrup supplies were said to be the smallest 
of any time in the past five years. It also was em- 
phasized that their inventories of the basic in- 
gredients had been largely used up. Mr. Fried 
also explained that the box trade was handicapped 
by inability to obtain containers for packaging. 


®@ Associated Retail Confectioners of the U.S. will 
hold its fall regional meeting October 6 in Roose- 
velt Hotel, New York, says W. D. Blatner, sec- 
retary. 
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Chocolate Tempering in Hand Dipping 
and in Drip Feed Knrober Operating 


By A. T. NEWTH 


T® first thing to recognize in the handling of 
coating is the fact that temper and temperature 
are two distinctly different features. If we think of 
temper as a stage of crystallization, in or between a 
limited range of temperatures, we begin to have a 
realization of its true meaning. But even here we can 
have either good or bad temper depending entirely upon 
the crystal pattern with which we seed the batch. 


In the old method of tempering chocolate we paid 
little heed to the coldness of the water used for cooling, 
or to agitating speeds in the enrober or melting kettles. 
It should be understood at this point that cold water is 
the deadly enemy of good temper in coating, and high 
speed agitation an added nemesis. Water at 70° F. is 
preferred, and agitating speeds should be limited to 14 
r.p.m. including the scraper in the pump riser. 


Temper in coatings cannot be seen, felt, or measured 
by any known means. Therefore it resolves itself into 
a proper technique if we are to find and maintain proper 
temper in coatings. 


Above we stated that cold water was chocolate’s worst 
enemy. This can best be noted by the crust that is 
quickly formed on the sides of chocolate melters when 
cold water is applied. This crust when hardened will 
crumble by merely pressing between the fingers. This 
is poor temper and, when scraped off the sides of the 
kettle into the batch, will seed the entire batch with the 
same crystal pattern as in the crust itself. This with 
constant agitation will continue to advance this crystal 
pattern to a worse state until the whole becomes a 
livery mass. 


Proper Tempering 

If we melt 200 pounds of coating at low temperature 
(say 100° F.) and slowly, without the use of cold water, 
reduce the temperature to 92° F., this will then be 
receptive to a seed. 


We can seed the 200 pounds by grating about 5 
pounds of coating from a 10 pound cake or by cooling 
5 pounds of the 200 to about 85° F. when it is a heavy 
paste and adding this to the balance of the batch. When 
this is done, we have a properly seeded coating in a fine 
stage of crystallization which adds up to proper temper. 
This is sufficient tempered coating for one large enrober 
to start with. No further tempered coating is needed 
for the operation of this enrober. 


Drip Feed System 

The theory back of this method is to drip feed into 
the enrober a virgin coating or one that is not tempered 
alt approximately 94° F., at the same speed that the 
coating is being applied to the centers. 


This should strike the side of the machine and trickle 
down into the seeded coating, where the agitator will 
mix it into the mass. The coatings should be applied 
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to the centers as close to 91 to 9144° F. as is possible. 
If the temperature rises in the enrober, this can be 
controlled by cooling the pump riser and vice versa. 


A means of feeding the enrober can be devised in 
each plant. In some a water jacketed container is hung 
over the opening of the enrober. Others mount a small 
melting kettle above the enrober. The main feature is 
to keep the coating in the feed tank at about 94° F. 


Preparing Coating for Drip Feed 

This coating, if received from the coating manufac- 
turer in good temper (note the center portion of a 10 
pound cake to determine this), should be melted at 
100° F. in a kettle whose agitator speed is no more 
than 14 r.p.m. and, without the use of cold water, re- 
duced to 94° F. and the agitation then stopped. The 
kettle should then be warmed up to hold at this tem- 


perature. This is the non-seeded coating used for the 
drip feed. 


The advantage gained by the drip feed system over 
the old method is this: By the drip feed we form a 
definite crystal pattern and maintain it all day long. 
With the old method, where all coating was seeded and 
cold water and continual agitation permitted, even 
though we started with a fine temper, we would con- 
stantly advance this until we had a poor temper and a 
rising temperature. 


Tunnel Temperatures 


Tunnel temperatures need not be as low with a coating 
in proper temper, and these should be graduated along 
the length of the tunnel. Bottom cooling is extremely 
important, however, and if we are to get proper drying 
and contraction in our goods. 


Belts should be supported by a metal table rather 
than wood as formerly was used, and immediately upon 
leaving the enrober a blast of 40 to 45° F. under the 
belt is desirable. Tunnel temperature of the first 15 to 
20 feet of travel should be 65 to 70° F., and a gentle 
waft of air over the goods. The next 20 feet should 
be at 55° F., and the last 20 feet at 50 to 55° F. with 
a firm blast of air entering the tunnel close to the pack- 
ing table. A tunnel graduated in height will accomplish 
this. For example: At the packing end, where the cold 
blast can hit without harm to the goods, a tunnel height 
of 4 inches is ideal with a run of 20 feet, 8 inches for 
the next 20 feet, and 12 inches for the next 20 feet, 
presuming the tunnel is 60 feet long. 


This type of tunnel is ideal for controlling and diffus- 
ing the cold air so as to be most beneficial in drying 
or setting the coating. The old concept of cooling 
chocolate should be abandoned in favor of the theory 
of drying it. That the latter theory is correct is proven 
because, under this method of handling coating, it is 
possible to run at higher temperatures all the way 
through the process and yet have perfect finished goods 
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which will stand up for much longer periods than wher 
forced cooling is used. 

It can be seen from the above that the shorter the 
tunnel, the greater the need for more crystallization in 
the coating so that it will set. Short tunnels are one 
of the reasons for poor temper in coatings, forcing us 
to advance the stage of crystallization and the use of 
low temperatures in the tunnel. 

Humidity plays an important part in the proper dry- 
ing and shelf life of finished goods. A relative humidity 
of not over 55° is desirable. Friction is also to be 
considered, and fast pump speeds are not desired. Use 
large low speed pumps with larger riser pipes than the 
pump bore so that the coating will be lifted rather than 
forced through feed lines. 


This theory was first advanced by Thomas Brown, of 
Boston, and we believe that this was the first time an 
attempt had been made to differentiate between stages 
of crystallization in coatings. A little thought and study 
will convince you that these varying stages exist, for 
you have seen coatings fluid at 88° F. and also have 
seen them heavy and livery at the same temperature. 


The drip feed system should keep all coatings at their 
maximum fluidity at all times, and this is desirable. 
If the coatings are seemingly too thin under this sys- 
tem, it is far better to reduce the fat content by taking 
out cocoa butter than to try to thicken the coatings to 
do the job. 

We have attempted here to outline a system of 
handling coatings that is correct in theory and works 
in practice. By following the system in its entirety, your 
own results will prove its value. 

Remember however, that each step is an integral part 
of the whole, and to get full benefit, the whole system 
or plan must be put into operation, and not carried on 
only in part. 

Remember, too, that we are dealing with natural laws, 
when we control the stage of crystallization. It will 
repeat itself time after time, performing each successive 
time exactly as before. Many operators of enrobers, 
when starting in the morning, found it necessary to run 
a few pieces through to find out if everything was in 
order and if the goods would set. This, on the face of 
it, proves that sufficient knowledge of the temper was 
lacking on the part of the operator. 

Let it be here understood that 3 or 4 pounds of 
coating, brought down to a plastic mass by air cooling, 
will properly seed 200 pounds of virgin coating under 
92° F. in temperature, and the operator can start 
(immediately after this coating has been mixed) to 
enrobe the centers, knowing that the finished goods 
will have a fine gloss and dry properly. 


Hand Dipping 

If cold water and rapid agitation are not desired for 
enrober coatings, the same is true for hand dipped 
goods. And this theory of cold being an enemy of 
melted coating should be extended to every place that 
cold comes in contact with coating. 


For instance: What about the dipper’s slab early in 
the morning? Does she warm it up or does she scoop 
out a handful of coating and slap it on to the cold 
slab and commence to temper it and when ready start 
to dip? Is there really any difference between this hand 
method than from the crust formed on the side of a 
tempering kettle by the use of cold water? Is not the 
seed built by hand in this manner equally as bad as 
the one in the tempering kettle? Perhaps not quite as 
the hand dipper does not get all of the crust off the 
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slab into the coating, but it is still bad enough to be 
a very poor temper with which she starts. 

Why not then, have a lamp of low wattage under the 
dipping table to keep it warm and from then on supply 
a virgin coating at say 90-92° F. to her for the balance 
of the day? 

Remember a chocolate can be a virgin chocolate at 
these temperatures as long as it is not seeded, although 
it can be quickly seeded when it is below 92° F. 

Teach a dipper to handle coating in this manner and 
she will turn out good work all day long, and you can 
take away her crust formed on the slab at night when 


she is through in a teacup. Under the old method it 
will half fill a coal hod. 


Specification of Viscosities 


Another matter which should be given consideration, 
if we are to aim for perfection, is the viscosities which 
we specify for our coatings. All too often we ask a 
dipper to put a certain percentage of coating on centers 
and then later, using the same coating, to either de- 
crease or increase this percentage materially. (This is 
also true of enrober coatings.) 


Chocolate coatings are not that flexible. If we have 
a properly tempered coating, we have a coating with a 
maximum of fluidity for that particular coating. If we 
find these will dip centers with about 30 per cent coat- 
ing, we will have to do something to it to make it dip 
40 per cent. It will mean thickening by cooling, which 
actually means increasing the stage of crystallization to 
the point where it will dip that heavy. Advancing the 
stage of crystallization only means one thing: if the 
coating was in fine temper when it was dipping 30 per 
cent, it is no longer in fine temper trying to make it dip 
40 per cent. And while these goods at 40 per cent may 
set up and look OK in the plant, therein lies your reasons 
for quick graying pieces when exposed to the up and 
down temperatures encountered when your goods leave 
the plant. 


We should use the same common sense regarding 
coatings and their temper that we apply to things we 
can actually see. No one would think of using a 10- 
foot plank where a 15-foot one was required; and even 
though you cannot see or measure temper, it is possible 
to know when you have it. 


The idea that we must carry kettles full of tempered 
coatings in a plant is a fallacy. The only tempered 
coatings needed in any plant are those on the dipping 
slab and in the enrober. These will seed the coatings 
we add to them if they are the right ternperature and if 
we have started with a correct seed, we will maintain 
it all day long if we add a virgin chocolate to it. 


Those of you who are familiar with the making of 
fondants should readily grasp the theory of seeding 
from this experience. Crystallization is a natural 
property of sugar or sucrose; and sucrose, if dissolved 
and cooked fast, without the use of doctors, will re- 
crystallize. The size of the crystals formed will depend 
entirely upon the manner in which the cooked syrup 


is handled. 


Sugar has the ability to remain in supersaturated 
solution for some time, if left undisturbed. As in the 
case of fondant, we have a supersaturated solution which 
will lie on the beaters a long time before crystallizing 
but ready to crystallize out soon as it is seeded or 
disturbed. Beat such a batch while still hot and the 
first crystals formed will come into contact with other 


(Please turn to page 51) 
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For Larger Sales and 
Utmost Economy... 


wrap your hard candy on our Model 22-B 


Hard candy, when individually wrapped, is a sure-fire sales producer. 
That’s been proved time after time . . . Individually wrapped pieces lend 
themselves to attractive mass display on dealers’ counters or in showcases 
—displays that catch the eye and make sales. And dealers prefer hard 
candy, individually wrapped, because there’s no loss through deteriora- 
tion in warm weather. 

Our Model 22-B enables you to wrap hard candy in large volume at 
lowest cost. One machine and one operator can turn out from 120 to 150 
pieces per minute. The machine handles a wide variety of shapes—cylin- 
drical pieces, hard-center chain pieces in various forms, fruit balls and 





drops, etc. Slight variations in the size or shape of the piece require no 
adjustment of the machine. In the case of larger variations that call for 
adjustment, the change-over can be made in less than 10 minutes. 

The machine is adaptable to cellophane, waxed paper, glassine or re- 
inforced foil. A flat fantail twist is produced on which a printed design 
may be used, if desired. A printed under-strip with a transparent wrap- 
per may also be used. 


Consult our nearest office for additional information 


PACKAGE MACHINERY COMPANY, Springfield 7, Massachusetts 
30 Church St., New York 7 ¢ 111 W. Washington St., Chicago 2 
101 W. Prospect Ave., Cleveland 15 « 849 Marietta St., N.W., Atlanta3 « 443. San Pedro St., Los Angeles 13 
320 Market St., San Francisco 11 © 18 Dickens Ave., Toronto 8 


PACKAGE MACHINERY COMPANY 
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“Pull a String to Cut a Bile...” 


By EDGAR P. MERCER 


The Manufacturing Confectioner 


Americ ingenuity which made itself felt to such a 
great and favorable extent during the war is now as- 
serting itself as veterans return to their civilian pursuits. 
The American system of free enterprise further operates 
to help put ingenious ideas of ex-servicemen into actual 
production. An important example of this ability to 
approach an old problem with a new viewpoint and to 
come up with the answer is the perfecting of a packag- 
ing idea by Bruce K. Slonneger, president of The Bruce 
Slonneger Products Co., Washington, IIl. 

Mr. Slonneger, inventor of the “Nice-Slice” Wrapper 
and an ex-major in the Army Air Corps, applied for 
patents on the wrapper before entering the service. 
Patent papers were granted while he was serving over- 
seas as a pursuit pilot. He left the service in March of 
this year and is now president of his own company, a 
products development organization. 

The “Nice-Slice” Wrapper is remarkable for its sim- 
plicity. A patented process places a series of threads on 
a waxed, cellophane, or any other type wrapping paper 
material and then becomes the cutting tool to remove the 
product in slices whether it be caramel, fudge or other 
type candy bars, cake, cheese, or any sliceable product. 


Five Threads are Used 


While discussing the new wrapper with Mr. Slonneger, 
he presented a caramel bar and a fruit bar for our in- 
spection. The bars were wrapped in waxed paper and 
were normal sized bars. Each wrapper was fitted with 
five cotton threads running parallel to each other and 
horizontally around the bars. Each thread projected 
slightly from the free edge of the wrapper much in the 
manner of the little red tape that is used on certain gum 
packages or certain roll type candies. 

The consumer holds the bar in one hand and grasps 
the first projecting thread with the other hand (thumb 
and fore finger) and gently pulls the thread to the left 
or in a counter-clockwise motion, until he has pulled 
the thread about three-quarters of the way around the 
bar. The pulling motion is then reversed and the thread 
is pulled back in a firm, clockwise movement. The first 
pulling to the left will cut the wrapper neatly. The re- 
turn pull in the clockwise movement will then cleanly 
cut off a “bite-size” piece of the candy being eaten. 

After cutting the wrapper and the candy as indicated 
above, the consumer then merely needs to unwrap the 
“bite-size” piece of candy and “pop” it into his or her 
mouth and enjoy it without the necessity of unwrapping 
any more of the bar than is actually being eaten at the 
time. In the case of sticky or chewy candies such as 


TOP: Consumer grasps exposed end of thread and with counter- 
clockwise motion severs thread about three-fourths of way around 
candy bar. 


CENTER: Thread is then wrapped clockwise back around bar 
through severed wrapper. A pull will cut the candy. (Note how 
threads severed nuts in bar.) 


BELOW: Wrapper is peeled from “bite-size” portion of bar. Candy 
is not touched by the fingers. Ordinary stringing of caramel 
when bitten into is eliminated. 
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caramel bars, the “Nice-Slice’” wrapper is especially valu- 
able since it prevents the necessity, often encountered, of 
biting into the bar and then “wrestling” with it to sep- 
arate the bite from the balance of the bar, and even 
when finally cut off by the teeth, there is generally a ten- 
dency for the chewy goods to “string” out, rather than 
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to leave a clean-cut, square and fully wrapped end on 
the balance of the bar. 

Mr. Slonneger suggests that the “Nice-Slice” wrapper 
will be equally suitable for candy bars, brick ice cream 
packages, cheese, cake, dog food—in fact, any material 
that can be sliced from a brick or roll form. 

These wrappers may be used by wrapping equipment 
using regular material on which the slicing threads have 
been laid down. Most of them can be used with such 
minor adjustments as notching the rolls of wrapping 
materials to present an easier grasp of the threads, al- 
though machines wrapping with the tear-tape arrange- 
ments will be best suited. 

The use of the threaded wrapper would prevent the 
need to use individual wraps over caramels and such 
chewy items and then overwrapping the whole in another 
wrapper. This is indicated by the fact that each bite can 
be easily cut off by the threads, thus giving the same 
effect as the individually wrapped pieces. 

To prepare wrappers for the cutting of standard length 
bars into six pieces with five threads will only increase 
the wrapper cost by about 40 cents per 1,000 wrappers 
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BRUCE K. SLONNEGER, in- 
ventor of “Nice-Slice” wrap- 
per. in his uniform as an air 
force major. Mr. Slonneger 
left service in March and is 
now president of Bruce Slon- 
neger Products Co., Wash- 
ington, Ill. 





although that price would undoubtedly drop to about 25 
cents per 1,000 wrappers if purchased in volume lots. 
If the threads are placed on the wrappers at the time 
that the bars are being wrapped the cost figures given 
above will be reduced even more in volume lots. This 
process can be used with an operation similar to that 
of using the tear-tape idea. Or, if desired, the threads 
can be automatically put onto the wrappers at the time 
that the wrappers are being printed. 

It was pointed out by Mr. Slonneger that the thread 
being used currently in his samples and in those wrappers 
that are being tried out are made of cotton. He plans to 
substitute nylon thread when it is once more available 
because the strength and cutting ability will be greatly 
increased. In practice tests, it has been found that the 
thread will cut through most large nut pieces, too, pro- 
viding the nuts are embedded within the bar and are 
held firmly in position. Naturally, if they are only placed 
on the top of a bar, they would tend to slip when the 
cutting thread is drawn against them. 

Further refinements in the application of this idea 
are those of using vari-colored threads, and the use of 
waxed, cardboard liner trays for either home use or com- 
mercial use, in which the fudge or caramel may be 
poured and then cut up by merely pulling the proper 
threads. 


Add Attractive Design 


The use of the horizontal white threads on candy bars 
or other containers as indicated in the photographs with 
this article, adds an attractive design which will not take 
away any of the attention value of the regular wrapper 
design. In fact, the use of colored threads would give 
a distinctive appearance to the wrapper. 

Use of this principle in the pan liners for fudge or 
caramels makes it possible to cut the candy up into 
squares merely by pulling the strings attached to the 
edge of the liner. This liner is made of waxed paper to 
eliminate sticking. The photograph shows how this pan 
liner is made and designed to be used. 


TOP: Pan liner for fudge eliminates pan greasing. Candy can 
be cut into squares by pulling upward on threads. Same principle 
is used on pan liners for cakes. 


CENTER: Application of “Nice Slice” wrapper to cake. Wrapper 
here is not severed. This permits folding over unused part of 
cake to help preserve freshness. 


BELOW: Adaptation of wrapper to other products—cheese, cake. 
ice cream, fruit cake, sausage, meat loaf, butter. yeast, and soft 
soap. In background is rolled up threaded wrapper. 
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Now WRAP-0-MATIC ogers 


3 New Wrapping Economy Features ... 


Automatic Card or Boat Former aad Feeder 
Automatic Product Belt Feed 
Multiple Stack Magazine Feeders 




















Wrap-O-Matic, designed and built to give high speed wrapping of fragile and 
irregular shaped candy bars, biscuits and cookies, now offers 3 new addi- 
tional features that provide still greater wrapping production economies. 


A Automatic card or boat former and feeder 


—uses rolled stock material—boats and 
ecards formed and cut to desired length— 
assures positive feed and reduces operating 
costs. 


. & Automatic product belt feed for P.B.—en- 


ables operator to feed machine via con- 
tinuously moving belt which transfers prod- 
uct to intake pockets—reduces product 
handling—simplifies feeding operatiom 
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3. Multiple stack magazine feeder for Model 


P.B.—permits operator to feed machine 
through magazines—which transfer prod- 
uct to intake pockets—increases operating 
efficiency—simplifies feeding operation. 
Take advantage of these latest Wrap-O- 
Matic wrapping economy features. Write 
today for new Wrap-O-Matic folder and 
more complete details. 


Package Machinery Corporation 


TOLEDO 1, OHIO, U.S.A, 
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REPORT OF THE THIRD POST-WAR, QUARTERLY 


CANDY PACKAGING 


CLINIC 


CONDUCTED BY CANDY PACKAGING BOARD OF THE MANUFACTURING CONFECTIONER 


Clinic Meetings of The Packaging Board are held Quarterly at M.C. Chicago offices on the 


CODE PK7A46 
Butter Whip Caramels 
1 pound, 80c 
(Purchased in a Chicago department 
store) 


Description of Package: Bright col- 
ored, flat, full telescope, chipboard. 
Nine flavors caramels. 

Size and Shape: Rectangular. 934” 
wide x 634” deep x 7%” deep. 

Materials: Chipboard. Flint-coated 
box. 

Design: Outdoor scene showing 
sources of candy ingredients going 
into a cooking kettle. 

Colors: Red, yellow, 
brown, black. 

Typography: Good. 

Originality: Very good. 

Class of Trade: Department 
Family box. 

Appearance of Box on Opening: Very 
attractive. 

Box Findings: Good. Four dividers 
used to form six separate compart- 
ments containing six caramels, indi- 
vidually wrapped in cellophane in 
each compartment. 

Sales Appeal: Very good. 

Display Value: Has interest and eye 
appeal. Good. 

Remarks: Overall design is a bit 
“busy”, that is, there are a lot of 
component parts making up the 
whole. However, it does create in- 
terest and attention and proves a 
good seller. The display value may 
be best at a range of 12 feet or less, 
although the bright colors make an 
attractive spot in a mass display. 
Vivid colors were well printed and 
clean cut. Would have strong gift 
appeal for children. Merchandise 
is of good quality and properly lives 
up to the expectancy created by box. 


green, maple 


store. 


CODE PK7B46 


Hard Licorice Mints 
Ya pound, 50c 


Description of Package: 5” square x 
154” deep. Chipboard box. Tuck-in 
end flaps with inner bag of two-ply 
kraft paper waterproofed with cen- 
ter binding layer of asphalt. 

Materials: Very good. Flint-coated 
covering on box. 

Design: Two white and black panels 
on each side of box overlapping 
edges and fitting together on edges, 
with green trimmed scalloped edges 
around sides of box. Ingredients fea- 
tured in a circular presentation which 
adds distinctiveness to the design 
as a whole. 
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Colors: White, green, black. 

Typography: Interestingly handled and 
fits well with general design and 
theme of design. 

Originality: Very good. 

Class of Trade: General. 
trade. 

Appearance of Box on Opening: Good. 
The inner bag of waterproof kraft 
paper carried a circular sticker with 
the same design worked on it as ap- 
peared on outside panels of the box. 
Upon opening the bag, the interest 
was caught further because each in- 
dividual piece of black licorice in the 
form of small rolled pieces about an 
inch long, were wrapped in cello- 
phane carrying an overprint in green. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: The Clinic understands that 
this package has been on the mar- 
ket for quite some time but its de- 
sign is still very effective. There 
was a fime consistency between the 
name and design application and in 
general, well thought out. 


Family 


CODE PK7C46 


Miniature Chocolates 
1 pound, $1.75 


(Purchased in a Chicago railroad sta- 
tion gift shop) 


Description of Package: Floral de- 
signed package in chest form 7%” 
long x 4%” wide x 3” deep, three 
layers. Padded cover hinged with 
red cloth tape. 

Materials: Chipboard box covered with 
printed flint-coated paper. 

Design: Floral, white, grey, gold, on 
red background with black leaves. 
Ribbon in red running diagonally 
across top of box carried tag with 
the assortment name and manufac- 
turer. 

Colors: Red, white, glack, and gold. 

Typography: Very bad. Indistinguish- 
able in the overprint on the heavy, 
red background. 

Originality: Idea good. 

Class of Trade: Gift trade. 

Appearance of Box on Opening: Good. 

Box Findings: Chocolate colored bon 
bon cups. Red trimmed dividers. 
Red trimmed, white inner liner of 
cardboard. White divider boards. 
Cellulose top layer pad (would have 
been more effective with the name 
of box embossed on it). 

Sales Appeal: Good. 

Display Value: Good, bright, eye catch- 
ing. 

Remarks: Somewhat ornate. 


15th of these months: Jan., Apr., July, Oct. 


CODE PK7D46 
Michigan Mints 
1 pound, 45c 

(Purchased in a Chicago railroad sta- 

tion) 

Description of Package: Tubular box. 
Inside and outside flint-coated box 
board. 

Design: Very simple design in blue 
and green on white background sug- 
gesting the mint flavor and coolness 
of the mint taste. Very appropriate. 

Colors: Nicely coordinated and appro- 
priate. Light blue, dark blue and 
green on white. 

Typography: Good. 

Originality: Good. 

Class of Trade: Family. 

Appearance of Box on Opening: In- 
viting. 

Sales Appeal: Fair. 

Display Value: Fair. 

Remarks: Blue mints were individually 
wrapped in cellophane and were 
very attractive and cool looking. For 
greatest advantage in display, would 
suggest either a cellophane-window 
top box, or even a rigid acetate con- 
tainer. Although more costly this 
would give a far greater display and 
eye-catching value to the candy it- 
self, since the blue shows up nicely. 


CODE PK7E46 


Novelty Item 
Toy Drum, 2 oz. candy, 59c 

(Purchased in a Chicago railroad sta- 

tion candy stand) 

Description of Package: Small, cheap- 
ly made tin drum, with four or five 
tiny pieces of hard candy wrapped 
in bright colored cellophane tied 
together in a bouquet on top of the 
drum. 

Design: Self forming. 

Colors: Rainbow. 

Class of Trade: Tourist or souvenir. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Very highly priced for the 
merchandise which is included. Very 
little novelty value, no candy value 
at all. Merely a child’s eye-catcher 
with the decalcomania design on side 
of drum and bright colored cello- 
phane wrappings. 


CODE PK7F46 
Jordan Almonds 
14 oz., $1.25 
(Purchased in a drug store in Chicago) 
Description of Packages: Cylindrical 
package 57%” in diameter x 134%” deep 
with window top allowing colorful 
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CIGARETTE PACKAGING 
PAPER BAG MAKING 
LABEL OVER-COATING 


AUTO ACCESSORIES 


LEATHER AND LUGGAGE 


a 


ae 
« 


Each “RESYN” Adhesive is a complex blend that is de- 
signed to do a specific job exceedingly well. Many amazing 
developments have resulted from applying them to pack- 
aging, converting and assembling operations previously 
thought to be at their highest level of efficiency. 


Why? Because “RESYN” adhesives provide higher 
resistance against all forms of moisture and tempera- 
ture variations. They’re vermin-proof, mould-proof, 
age-proof. They’re economical. They increase pro- 
duction speeds, reduce supervision, offer greater 
versatility, spread and penetrate uniformly, and bring 
increased sales advantages to many products. 


What are some uses? In bag making: for difficult 


Offices: 270 Madison Avenue, New York 
16; 3641 So. Washtenaw A , Chicago 
32; 735 Battery Street, San Francisco 11, 
and in other principal cities. In Canada: 
Meredith, Simmons & Co., Ltd., Toronto. In 
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stocks ... breather action ... moisture vapor barrier. 
In luggage making: for softness and pliability ... 
resistance to fungus . . . laminating before shaping 
under heat and pressure. In chemical packaging: for 
all-purpose, all-weather labeling and overcoating on 
wood, fiber, painted steel, tin and glass. In upholster- 
ing: for adhering cloth to cloth, chipboard, wood, 
metal, wadding, etc. 

A whole new world of uses is opening up for 
“RESYN” adhesives. They’re readily available. So get 
acquainted with their types, properties, uses. All are 


quickly summed up by National Adhesive in an in- 
teresting booklet: When and How to Use “RESYN” 


Adhesives. Write for your copy — Now! 
Dunellen Plont 


* 


England: National Adhesives, Ltd., Slough. A D fal — 5 j Vv e S 
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candy to show through. 

Design: 18th century English motif 
design, not too well done. 

Colors: Green on white. 

Typography: Good. 

Originality: Similar ideas used before. 

Class of Trade: Family. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: The colors of the product 
were not too good for that type of 
goods. 


CODE PK7G46 


Licorice Stick 
1% oz., 10c 


(Purchased in a Chicago drug store) 


Description of Package: Long, rectan- 
gular chipboard package, with double 
tuck-ends. Size 64%” long x 1%” 
wide x %” deep. 

Materials: Fair. 

Design: Simple. Illustration of con- 
tents of the box printed in black on 
orange background. Too “busy”. 
Many component parts cause jum- 
bled appearance. 

Colors: Orange, black, white. 

Typography: Could be smaller in size 
to be more in keeping with size of 
package. 

Originality: Fair. 

Class of Trade: Bar counter. 

Sales Appeal: Confusing in design but 
easily seen in mass display. 

Remarks: This package could be im- 
proved by simplifying and reducing 
the size of the type used. However, 
this is an old timer among packages 
and may have some sales value as a 
result of “trademark” familiarity. 


CODE PK7H46 


Candy Corn 
5 oz., 10c 
(Purchased in a Chicago drug store) 


Description of Package: Double tuck- 
end rectangular package 6%” long 
x 2%” wide x 1” deep. 

Materials: Chipboard. 

Design: Good: The illustration of corn 
in the natural colors used with the 
actual candy itself, dominates top 
panel of the box and carries over to 
one side, thereby increasing the de- 
sign effectiveness and display value. 

Colors: Red, white, blue, corn yellow. 
All effectively blended to give a 
pleasing whole. 

Typography: Good. 

Originality: Good. 

Class of Trade: General and for fam- 
ily trade. - 

Sales Appeal: Very good. 

Display Value: Good. 

Remarks: A very good design. The 
blue color complements the candy 
corn color nicely. If the rooster illus- 
tration were placed in the center of 
the panel instead of at either end, 
it might give more unity of design. 
Company logotype is not as up-to- 
date as rest of package and the 
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blending of elements in the whole 
design might be better if there were 
a change made in this item. 


CODE PK7I46 
Chewing Gum, 5c 


Description of Package: Small pack- 
age, flat, rectangular in shape, 2%” 
long x 1544” wide x 5/16” deep. Tuck 
end design. 

Materials: Good. Chipboard. 

Design: Yellow background with red 
panel across wide panel of package, 
with a blue strip running horizon- 
tally around one end of package and 
containing white stars. 

Colors: Red, yellow, blue, white, black. 

Typography: Good. 

Originality: Good. 

Class of Trade: Candy bar counter. 

Appearance of Box on Opening: Gum 
wrapped in a waxed paper carrying 
box design in same colors. 

Sales Appeal: Good. 

Display Value: For such a small pack- 
age, the display value is exceptional- 
ly good. 

Remarks: A good design for the small 
size. Colors sharp and eye-catching. 


CODE PK7J46 


After Breakfast Snacks 
7 oz., 75¢ 


(Purchased in a Chicago railroad sta- 
tion) 


Description of Package: Transparent 
rigid acetate container with card- 
board bottom and partial telescope 
rigid acetate cover, printed in white 
with white candy individually 
wrapped in cellophane within pack- 
age. 

Design: Bucking broncos, corral fence. 

Colors: A white on clear rigid acetate. 
Has weak display value but perhaps 
is designed for purpose of featuring 
the candy rather than the design. 

Typography: Good. 

Originality: Good. 

Class of Trade: Family. 

Sales Appeal: Fair. 

Display Value: Poor. 

Remarks: Suggest use of darker col- 
ored candy with this type of box 
or else candy wrapped in colored cel- 
lophane for greater display value. 
Printing seems to be too indistinct 
for easy legibility. Fair product dis- 
play but poor identity. 


CODE PK7K46 
Coffee Candies 
7 oz., 50c 
(Purchased in a Chicago railroad sta- 
tion) 


Description of Package: Cylindrical, 
tin can, No. 2 size. Lithographed in 
black, blue, and bright colors. 

Design: Confusing title. Three bright 
colored pheasants in panels which 
repeat tradename of product. 


Colers: Blue, red, yellow, black, and 
brown. 

Typography: Fair. 

Originality: Original with the firm that 
first started making this item. 

Class of Trade: Family. 

Appearance of Box on Opening: Good. 
Each piece individually wrapped with 
a repetition of the outside label de- 
sign of three pheasants on the cello- 
phane wrapper. 

Sales Appeal: Because of confusion in 
the name, givés more the appearance 
of a grocery item rather than a con- 
fection. 

Display Value: Confusing. 

Remarks: Would suggest that pheas- 
ants be combined into one large bird 
to give an instant appeal and punchi- 
ness to design. Product itself could 
be more clearly defined in the name. 


CODE PK7L46 


Jordan Almonds 
¥Y2 pound, 75c 


(Purchased in a Chicago drug store) 


Description of Package: Full telescope, 
chipboard box, flat, rectangular in 
shape, 8%” long x 43/16” wide x 
1” deep. 

Materials: Fair quality chipboard cov- 
ered with overprinted glossy paper. 

Design: Good. An all-over design 
showing the almonds within in their 
natural pastel colors, with the com- 
pany name worked nicely into the 
photo. A lacy edging all around the 
box could probably be simplified al- 
though it does not detract too much 
from the main theme of the design. 

Colors: Pastel colors in yellow, pink, 
green, brown, grey, lavender, and 
buff, with white and black printing. 

Typography: Good. 

Originality: Good. 

Class of Trade: Family. 

Appearance of Box on Opening: Good, 
as far as colors of candy is con- 
cerned but flat because no inner liner 
is used. 

Box Findings: White bon bon cups 
holding about four almonds each. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Side and end panels seem 
unnecessarily - involved and _ lacy. 
Simpler treatment would blend bet- 
ter with the top of box panel. One 
of the best looking Jordan almond 
packages from a design point of 
view. The use of an inner liner 
would make the inside of the pack- 
age infinitely more attractive. 


CODE PK7M46 
Almond Confection 

. 1 pound, $1.75 

(Purchased in Chicago railroad sta- 

tion) 

Description of Package: Round tin 
package vacuum sealer with key for 
opening with winding tin tape 
around top. 
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WRAPPING MACHINES 


The satisfaction of KNOWING ndable and economical. The 
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Design: Simple design, a shield with 
coat of arms. Heraldic crest on coat 
of arms not too good. Heraldry is 
poor. Shape of shield weak. Side 
designs have tendency to detract at- 
tention from manufacturer’s name 
panel around side. 

Colors: Distinctive, strong coral pink, 
with green, black, and gold printing. 

Typography: Good. 

Originality: Good. 

Class of Trade: Family. Proving pop- 
ular among ex-G. Ls. 

Appearance of Box on Opening: Good. 

Box Findings: Corrugated waxed pa- 
per inner liner, with wax sheet 
(round) over top of package. Each 
piece wrapped in gold foil. Four 
page folder. 

Sales Appeal: Good. 
Display Value: Good. 
Remarks: A generally good package 
with some small weaknesses of de- 
sign but not too serious. The in- 
clusion of a four page folder explain- 
ing the package is a smart merchan- 
dising idea. 


CODE PK7N46 
Old Fashioned Tafifies 


1 pound, 30c 
(Purchased in a Chicago railroad sta- 
tion) 


Description of Package: Upright rec- 
tangular shape with double Green- 
leaf lock ends. Size 4” square x 8” 
deep. Lock ends. 





Materials: Chipboard. Fair. 

Design: Old fashioned motit 

Colors: Red, blue, white. 

Typography: Barnum. Good for blend- 
ing with the design idea. 

Originality: Good. 

Class of Trade: Family. 

Appearance of Box on Opening: Good. 

Box Findings: Each piece individually 
wrapped in waxed paper. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Design is just a little bit in- 

volved but is generally good. Elimi- 

nation of decorative flowers would 

help legibility. Price too low for 

quality of goods and package design. 





CODE PK7046 
Chocolate Assortment 
1 pound, $1.00 
(Purchased in a Chicago drug store) 
Description of Package: Full telescope, 
extended edge top and bottom, two 
layer, rectangular box. 


Materials: Chipboard, coated paper 
covering. 
Design: Good. Horizontal white 


stripes cutting red background into 
quarter inch red stripes. Parade of 
girls in long dresses tastefully 
ranged over top panel of package 
Colors: Red, yellow, grey, white. 
Typography: Good. 
Originality: Good. 
Class of Trade: Drug store, family 
trade. 











Appearance of Box on Opening: Good. 
Box Findings: Brown bon bon cups. 
Sales Appeal: Good. 

Display Value: Good. 

Remarks: Cellophane overwrap heat 
sealed. Stripes give distinctive ef- 
fect to whole design. Chocolate col- 
ored bottom half of box lends dis- 
tinction to package when opened 
and creates taste appeal. This seems 
to be a good bit of co-ordinated de- 
sign work, harmonious in color and 
design. 


CODE PK7P46 


Mixed Candies 
1 oz., 5c 


(Purchased in a Chicago drug store) 


Description of Package: Tuck end, 
chipboard. Flat, rectangular. 

Design: Too busy. Too many points 
of interest. 

Colors: Red, black, green, yellow. 

Typography: Fair. Lost in mass of 
design. The indication of the little 
figures is good but should be dom- 
inant factor in design. 

Originality: Good. 

Class of Trade: Children or smokers. 

Appearance of Box on Opening: Good 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Too involved in design to 
be effective from an attention get- 
ting point of view. Too many col- 
ors. Black on green ineffective. 
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What do you know about the chemical factors | 
_ of chocolate which exert such an important in- | 
| fluence upon the shelf-life and appearance of | 
| your goods? You will find the complete answer | 
| in this booklet. Not guesswork! Not surmise! | 


THE MANUFACTURING CONFECTIONER | Just hard-headed research packed into the | 
| scientist's brevity of language. | 


| PRICE PER COPY—$1.00 
| 
| 


Quantity Prices will be Quoted 


MANUFACTURING CONFECTIONER | 
amass 400 W. Madison St. 





Orders from 
Book Sales Dept. 
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KUPFER BROS. PAPER CO. 
145 West Hubbard Street 
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IT’S TIME NOW TO PLAN YOUR HOLIDAY LINE. 


KUPFER designers add dash and verve to your boxes, 

your packages, your wraps for all the big holidays right up 

to Christmas. Embossed color and foil combina- 

tions, foil paper, lace patterns, leather papers plus 

variations of the light motif on all types 

of stock give more meaning to the familiar holiday symbols. 

SEND FOR SAMPLES AND CATALOG. CHOICE OF OVER 5000 PAPERS. 
COLOR SELLS 


KUPFER BROS. CO. 4 astor pL. New York 3.N.Y. 
Manufacturers of Surface Coated Papers Since 1845 


$. D. HOUGHTELIN PAPER CO, Southwest Representatives: FRYE PAPER COMPANY Branches in: 
257 Natoma Street 


MODERN PACKAGINGS 1510 Santa Fe Avenue BOSTON + RICHMOND 
Irwin-Keasler Building Les Angeles 21 PHILADELPHIA 
Dolias 1, Texas Califernia SEATTLE 
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Protect Candy Quality 
with Scientific Oakite Sanitation! 


A carefully conceived and properly executed clean- 
ing and sanitation program can go far toward build- 
ing an effective bulwark against possibility of product 
spoilage through: bacterial contamination. 


So, if you are contemplating the modernization of 
your present cleaning procedures, consult Oakite with 
confidence. You can count on specialized Oakite 
cleaning materials and methods to do a thorough job, 
safely. 


And remember, with all Oakite materials you get 
the kind of service you have a right to expect. Serv- 
ice that is comprehensive . . . on-the-spot. Service 
that can well mean substantial savings in your sani- 
tation costs. Consult Oakite TODAY! 


OAKITE PRODUCTS, INC., 36C Thames S$t., NEW YORK 6, N. Y. 
Technical Service Repr tatives C iently Located in All Principal 





Cities of the United States and Canoda 



























Subscribe Now To 
The 
MANUFACTURING 


CONFECTIONER 


$5.00 for 2 Yrs. $3.00 for 1 Yr. 


Every Issue a "Sugar Bin" 
of Valuable Information 


400 W. Madison St. Chicago, Ill. 

















Packaging Supply News 


The products described in these columns 
are all coded for your convenience. You 
may write in to THE MANUFACTURING 
CONFECTIONER for any further informa- 
tion on any one of these items and further 
information will be sent to you. Make use 
of this section to keep up-to-date on new 
packaging equipment and materials of all 
types. Information on these items is free 
for the asking. 




















Electronic Dispenser 


Recently introduced, this device comprises the com- 
plete mechanical and electrical means of feeding, count- 
ing, and dispensing items to alternate packaging posi- 
tions. Automatic packaging equipment can be syn- 
chronized to form an integrated counting and packag- 


ing system. Check Code No. PPA146. 


Pressure-Sensitive Tapes 


These transparent and translucent cellophane and 
cellulose acetate tapes imprinted with words or num- 
erals permit manufacturers to combine packaging and 
labeling in one operation. Can advertise name, product, 
trade mark. Available in range from one color on trans- 
parent to two colors on solid colored backing. Check 


Code No. PPA246. 


New Sheeter-Gluer Introduced 


Machine glues, cuts, delivers sheets of cellophane from 
rolls and speeds up wrapping, banding, or bundling of 
items which do not lend selves to a machine wrap. 


Check Code No. PPA346. 


Bar Wrapper with Automatic Feed 


New automatic feed permits speed of 140 bars a 
minute in continuous operation. Device also simplifies 


feeding of bars. Check Code No. PPA446. 


Anti-Mold Treatment 


Anti-mold treatment to this firm’s product increases 
shelf life of many products and reduces returned goods. 
No flavors are imparted to product and even slightly 
stale odors are arrested before they begin to form. 
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Original freshness is thus retained longer. Check Code 
No. PPA546. 


Paper Processing 

This firm will handle processing of paper for manu- 
facture of candy box findings as follows: partitions, 
protection papers, die-cut liners, layer boards, boats and 
trays, embossed papers, waxed papers, globular parch- 
ment, shredded and dipping papers, candy mats. Check 
Code No. PPA646. 


Paperboard Canisters 


Distinctive in appearance, these canisters of sturdy 
paperboard are light, compact, and attractive. Also 
provide considerable display space for advertising mes- 
sage. Non-scratching feature gives them high retention 
and reuse value by housewives. Check Code No. PPA746. 


Raised Papers 

Wide selection of raised papers simulates lace, leather, 
cloth, metal, and foil in all types of stock, colors, gold, 
and silver. Also enables incorporation of trademark in 


design. Check Code No. PPA846. 


Moisture Protection 

Various adhesive formula data are available from 
this firm. Careful study of packaging problem is stressed 
to provide protection against any form of moisture. 


Check Code No. PPA946. 
Label Catalog 


Firm offers free label catalog with pages of practical 
ideas for smoother functioning of all departments. 


Check Code No. PPA1046. 


Gluer Apparatus 


Glue brush and glue pot are eliminated in this sheet 
gluer. Small, neat glue application eliminates all possi- 
bility of smears or spots. Machine has patented rotary 
safety cutter, so that it is impossible for operator to cut 


self. Check Code No. PPM2946. 
Streamlined Weigher-Filler 


Weighing and filling candies into bags is made easier, 
faster with this machine. A waist-high hopper permits 
easy loading of weigher. Inclined conveyor built in ma- 
chine carries candy to vibrating feeder. Check Code No. 


PPM3046. 


Packages Engineered and Designed 


This firm designs, engineers, and manufactures pack- 
ages. Materials as well as production processes are con- 


sidered. Check Code No. PPM3146. 
Cellophane Window Boxes 


Designed for sight-sales, these cellophane window 
boxes offer interesting candy packaging possibilities. 


Check Code No. PPM2546. 


Laminated Aluminum Foil 

Aluminum foil with laminations including transparent 
sheetings of several kinds, of papers and paperboards, 
of glassines, of scrim, and of other material are offered. 


Check Code No. PPM2646. 
Versatile Crimp Heat Sealer 


Fully adjustable for both pressure and temperature, 
this machine will handle any type of heat sealing bag 
material from lightest weight, transparent cellulose to 
heaviest combinations of laminated papers, cloth, and 
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A UNIQUE IDEA in 
CANDY BOXES 


Double-duty decorated wooden boxes with 
double sales appeal . . . usable afterwards 
as sewing kits or jewelry boxes. 

#122. Double-tier Candy Box. Hinged cover, pull 
drawer, natural wood with lacquered imported floral 
print. 834,"'x6!/,"x4". Also available with lower drawer 
filled with 16 assorted spools of thread, tape and 
thimble. 


#103A. Hand painted floral decorated. Painted 
in pastel shades. 7!/2"x5!/2"x13," 

Other sizes and styles. Standard sizes or made to your 
specifications. 


WRITE FOR FURTHER DETAILS 


ARTISTICA PRODUCTS ’ 
38 E. 2Ist ST. NEW YORK 10, N. Y. 








FOR BETTER PACKAGING 


WRITE. PHONE or WIRE for Quotations on Your Requirements for 


PARTITIONS 


BOATS *3Sa<, NECKS 


IMMEDIATE ATTENTION 
Given to Requests for Estimates 















Reasonable Prices 
Assured 


Prompt Deliveries 
Guaranteed 
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BOUND VOLUMES OF 





The Manufacturing Confectioner 


Complete sets of THE MANUFACTURING CONFEC- 
TIONER have been brought together to give you a compact 
“library” of preduction information that you cannot get 
from any other printed source. 


Volumes Available .. . 


1932 1939 
1933 1941 
1934 1942 
1935 1943 
1936 1944 
1937 1945 


Send your order in now! 


We reserve the right to fill the orders for these bound 
volumes in the order in which they are received in this 
office. Since some of these items are very limited, we sug- 
gest that you send in your order immediately. 


PRICE PER COPY $5.00 
Write or Call FRAnklin 6369 


Book Sales. Dept. 


The Manufacturing Confectioner 
An Allured Publication 


“Read Wherever Candy is Made" 


400 W. Madison St. Chicago 6, Ill. 








page 46 














foils. Features include: automatic folding mechanism 
that neatly and uniformly folds top of bag as seal is 
made, hydraulic type thermostatic heat control, auto- 
matic date coding attachment that embosses a series of 


figures directly in seal. Check Code No. MO6C46. 


Rigid Acetate Containers 


In line with increased attention to visual packaging, 
as evidenced at the Packaging Convention, these trans- 
parent, rigid acetate containers are offered for window. 
counter, or case display of candy. Styles are offered 
with transparent or metal covers, and with metal, card- 


board, or transparent bottoms. Code No. PPM2846. 


Printed Wraps for Candy 


Cellophane, glassine, and foil paper wraps with sharply 
defined printing in perfect register are offered, in one 
to four colors and in rolls and sheets. Check Code No. 


PPM2446. 


Solenoid-Operated Sealer 


Thermostatically controlled, this sealer has eight-or 
12-inch sealing bars. Magnetic solenoid operation is one 
of main features. No foot pedal is required; operator 
merely touches safety foot switch which actuates solen- 
cid. Length of dwell on material being sealed is con- 
trolled by length of dwell of operator's foot on foot 
switch. Can be operated horizontally, vertically, or at 


an angle. Check Code No. MO6046. 


Rotary Principle Sealer 


New rotary principle sealer will seal all materials 
that can be sealed with heat and pressure. Sealing is 
accomplished by passing material through two heated, 
serrated rollers. These are electrically heated and ther- 
mostatically controlled. Sealer can be used for either 
right hand or left hand operation. Regularly equipped 
model seals 240 lineal inches a minute; increase of 
50 per cent in speed is also possible. Check Code No. 
MO6L46. 





Check Coded Items in Which 
You Are Interested in Getting Literature 


PPA 146 — PPA 246 — PP4 346 — PPA 446 
PPA 546 — PPA 646 — PPA 746 — PPA 846 
PPA 946 — PPAI046 — PPM2446 — PPM2546 
PPM2646 — PPM2846 — PPM2946 — PPM3046 
PPM3146 — MO6C46 — MO6L46 — MO6046 
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HARD CANDY, education, and a play wagon are all combined 

in this colorful learn-while-you-eat package designed by Sylvania 

Industrial Corp. The package is adapted to automatic machine 
wrapping and is moistureproof. 


@ 1946 production of corn starch for domestic use 
will not exceed one billion pounds, Civilian Pro- 
duction Administration analysts report. This is 
25 per cent less than was available in 1943 and 
about 33 per cent less than the 1.5 billion pounds 
of corn starch needed by industry this year. Ap- 
proximately 600 million of the annual production 
of 3 billion bushels of corn normally goes to in- 
dustry for production of starch, corn syrup, corn 
sugar, dextrose, corn meal mixed feed, ethyl al- 
cohol, and butyl alcohol. The paper industry, like 
the textile industry, uses over 200 million pounds 
of corn starch yearly. 


@ Paperboard production in mills has been declin- 
ing steadily since May 4, the Civilian Production 
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LANOVA SPECIALTY AND BOX PAPERS 


LACHMAW NOVASEL PAPER CO. 


109-111 Greene Street . New York 12, N. Y. . WoOrth 4-6426 
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Administration reports, as a result of the recent 
steel and coal strikes and the scarcity of corn- 
starch. Although production is expected to exceed 
the peak year by 500,000 tons, provided the corn- 
starch shortage does not prove too severe and no 
further hindrances to production occur, supply of 
paper containers for food will nonetheless fall 
short of demand. This is because of increased food 
production and shipments, CPA states. 


@ Taffel Bros., Inc., New York, is distributing its 
second edition of “Taffel Tales,” a booklet on 
“the romance of ribbon. 


@ E. I. du Pont de Nemours and Co., Inc., Wil- 
mington, Del., announces candy is included in 
items reflecting a decided upswing in the impulse 
purchasing habits of shoppers in food stores as 
compared with planned purchases. Open display 
and effective packaging, the survey found, proved 
the stimulus boosting impulse buying in super- 
markets from 1944’s 25 per cent to last year’s 38. 





TAFFEL BROS.,, Inc. 


95 MADISON AVENUE * NEW YORK 
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licorice 


Riegel’s Diafane is widely used in the baking industry due 
to its combination of low-cost transparency and high 
moisture protection. But there are many other important 
fields where the functional qualities of Diafane have 
solved difficult problems ...and where transparency is 
not even a factor. 


The successful new Sealright Frozen Food Container... 
simple as “*A-B-C"’ to fill — has a laminated inner sur- 
face of Diafane to protect flavor and check moisture- 
vapor loss. 


Oil change tags and advertising signs of every description 
are printed on Riegel Bristols, with a pressure sensitive 
backing guarded by an easy-to-peel-off sheet of Diafane. 


Licorice in bulk also relies upon Diafane for protection and 
quick removal of wrapper...and so it goes in many 
other fields where the use of Riegel’s Diafane rests on 
the sound economic base of proven functional value. 





FOR FUNCTIONAL PACKAGING 


RIEGEL PAPER CORPORATION ¢« 342 MADISON AVE. « NEW YORK 17, N. Y. 
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Raw Material Overhead Costs 


By CHARLES L. SMESSAERT 


Secretary-Treasurer, Walter H. Johnson Candy Co., 
Chicago 


T HE cost of handling raw material can be recorded 

and charged to many different ways depending up- 
on the setup of the particular plant. The handling 
cost to bring raw material into a plant seems to be 
accepted as being a part of the cost to put the raw 
material on the floor within the plant. The handling 
cost of raw material within the plant seems to present 
a problem so as to reflect the correct cost of the raw 
material used in the processing. If one has set up 
standards, the cost of handling raw material within the 
plant can be charged to burden account. Where there 
are many items to be handled, it may be very costly to 
try and charge each raw material item with its share of 
the handling cost; therefore, the handling cost for raw 
materials within the plant will be reflected in the total 
cost of materials used but will not be shown as against 
any one raw material item. 


The storage cost should not present too much of a 
problem and, I believe, in most cases it is treated as 
an overhead charge. I believe that one would find it 
very difficult to break down the storage cost and apply 
the correct proportion to each raw material item. The 
warehouse bills do not always reflect the storage charge 
for each item and it would be very costly breaking 
it down to the days that the raw material is kept in 
storage. If space in a plant is used as storage space, 
the treatment for cost purpose would be the same as 
space used for processing. 

Losses for raw material could be broken up into a 
number of different questions. There could be losses 
due to breaking of containers, shrinkage, spoilage, 
etc. Usually when there is a loss which can be traced 
back to the transportation company, a claim is filed 
for that loss. If a loss occurs within the plant due 
to waste or carelessness on the part of some employee 
handling the raw material, this would have to be ab- 





About the Author 


eer for a brief period with Hovey & 
Ely, attorneys, during 1924-25, Belgium- 
born Charles L. Smessaert has a record of 
20 years of service with Walter H. Johnson 
Candy Co., Chicago; of which he is secre- 
tary-treasurer. 

A graduate of the Walton School of Com- 
merce and Loyola University, Mr. Smes- 
saert is a member of the Chicago Ass’n of 
Commerce and the National Ass’n of Manu- 
facturers. 


Stressing that overhead costs as applied to 
raw materials is “a subject on which: one 
can spend many hours,” Mr. Smessaert’s 
NCA convention speech is presented in this 
article as indicative of “some of the more 
important elements of overhead costs.” 
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sorbed within the raw material cost for the particular 
item handled. 


In the confectionery industry there may be losses 
due to fluctuation in market prices; and if the inven- 
tory is priced at cost or market, whichever is lower, 
the fluctuation would be reflected in the final statement 
for the period. Due to the high taxes, some com- 
panies have set up reserves to reflect the fluctuation 
in the raw material markets. This of course can be used 
only for balance sheet purposes, as the tax department 
will not allow any deductions for losses sustained due 
to fluctuation. In other words, it is only a book entry 
and might give a truer picture of the operations for 
a given period. 


Insurance on Raw Materials 


Insurance on raw material is another item which can 
be handled in many different ways. It seems to be ac- 
cepted as good accounting if the insurance is charged 
to the burden account, because it is very difficult and 
almost impossible to allocate the cost of insurance to 
any one particular raw material item. 


In recent years some companies have decided to 
charge all record-keeping and accounting for raw ma- 
terial to the raw material costs, and some companies 
have gone so far as to charge the cost of operating the 
purchasing department to the raw material costs rather 
than to’the administrative expense. This is a question 
on which there are many differences of opinion. The 
companies charging the operating cost of the purchas- 
ing department to the factory burden account assume 
that all of the time of the purchasing department is 
spent on purchasing and record-keeping of raw ma- 
terials. It is almost impossible to break up the cost 
of the purchasing department to charge each raw ma- 
terial item with its proportionate share. 

I believe that the confectionery industry can do very 
much to set up uniform accounting methods for the 
handling of raw material overhead costs by exchanging 
ideas and rendering opinions on the handling of raw 
material overhead costs. It certainly has been proven 
to most of us, especially in the past five years, that 
an industry as large as the confectionery industry 
should have a more uniform system of record-keeping. 
The industry has been called upon many times to sub- 
mit data to the government agencies, and we all know 
that all companies do not treat all items of expense on 
a uniform basis. This leads to much confusion in ren- 
dering a decision which may or may not benefit the 
industry. 


One must not lose sight of the fact that methods should 
be altered depending upon the markets, availability of 
raw material, and the space and system within each 
plant for the handling and processing of raw material. 
I would be in favor of having a clearing house within 
the industry to clear questions and render opinions on 
the methods used by companies within the industry for 
the handling of raw material overhead costs. 
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Value of Confections to the G. I. 






By BRIG. GEN. D. J. SABINI 
Chief, Army Exchange Service, New York 


AST October 1945 I was ordered back to the United 
States and became chief of the Army Exchange Ser- 
vice. As head of this vast exchange system, no one knows 
better than I, the important part that candy has played, 
and is still playing in this tremendous morale building 
program for our troops here in this country and over- 
seas. 


To many of you, who have worked closely with the 
Army Exchange Service, our organization is familiar. 
Suffice it to say wherever American troops have been 
stationed throughout the world an Army “PX” was there 
in one form or another to serve them. The physical 
characteristics of our stores varied from the large elab- 
orate retail establishments such as those that were or- 
ganized here in this country and in permanent bases 
overseas, to palm huts on combat torn Pacific islands 
and captured German bunkers in Europe and Africa. 
In close combat areas troops received their “PX” ra- 
tions, with food rations, but it was the Army Exchange 
Service’s immediate objective to establish regular Army 
“PXs” immediately behind the lines, particularly in rest 
areas for combat troops. 


Along with cigarettes, candy was probably the strong- 
est morale item purchased by the Army for resale both 
in domestic and oversea exchanges. In oversea ex- 





About the Author 


F’ VE years of operation of army exchanges 
in the Pacific Ocean areas served as 
thorough introduction for General Sabini to 
the candy industry. As staff exchange officer, 
Hawaiian Dept., he was responsible for all 
exchanges in an area of some 16 million 
square miles: over 3,000 outlets. 


Now chief of the army exchange service, 
General Sabini was a private in 1913. Dur- 
ing World War I he attained the rank of 
captain in the field artillery. His ribbons tell 
of Mexican service, World War I, Asiatic- 
Pacific, and American Defense service. He 
holds the legion of merit with oak leaf 
cluster. 

Concerning America’s manufacturing con- 
fectioners’ wartime efforts, the general says: 
“Your cooperation was complete and I am 
sure it will not be forgotten for a long time 
to come by the men in uniform. . . . You 
did a mammoth job and did it well... . 
Never was the expression used by you gen- 
tlemen ‘it can’t be done.’ You rolled up your 
sleeves and the job was done.” 


This article is a condensation of General 
Sabini's speech at the NCA’s 63rd annual 


convention. 
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changes candy was used to a great extent to supplement 
the regular rations—especially after the landings were 
made and before fresh food could be shipped in. The 
men depended on it and looked forward to it. Fre- 
quently it was necessary to fly candy in if ships were 
diverted for any reason or there was any delay en 
route. At the time of the invasion of Normandy boat 
space was not available to transport “PX” supplies 
from England to the continent. The demand was so 
great for candy the Air Corps was requested to pick 
up as much candy as possible and drop it over on their 
flights. In the Pacific the exchanges were considered 
so important they frequently accompanied the assault 
forces. In all cases they followed in as soon as the island 
was taken. In some cases we received complaints 
from commanding officers for coming in too soon be- 
cause the men would prefer to unload the “PX” supplies 
—hbeer, candy, and cigarettes—in preference to un- 
loading the ammunition! 


Brand Names Important 


A necessary factor in providing familiar American 
merchandise for our troops naturally has meant the 
maintenance of brand names. I need not tell you, who 
must continue in peace-time to rely on the importance 
of your brand identification, the tremendous consumer 
desire for brand name products, among which candy 
plays a most important part and will continue to do 
so. That feeling has been created among our troops 
during the war and is being maintained today in the 
Army “PX” system. In this regard, I should mention 
candy particularly, if only for the single reason that 
never before in our history has the candy eating habit 
been so thoroughly established among an entire genera- 
tion of our country. 


The distribution of candy products throughout the 
Army Exchange System followed a well organized plan. 
It is needless to point out the futility of sending con- 
ventional chocolate products to a section of the Persian 
Gulf, for instance, where the temperatures, even grant- 
ing successful shipment there, would not permit its 
consumption except in practically liquid form. We were, 
and still are, organized in definite ordering and dis- 
tribution sections, which allocate the proper type of con- 
fection to the proper locale and for the proper season. 


I know that you are all keenly interested in the future 
policy of the Army Exchange Service, and I wish that I 
could give you really specific information on this sub- 
ject. I can say that we still have thousands of troops 
in many places throughout the world and stationed also 
here in this country. The Army Exchange Service will 
continue to serve these troops as in the past, and I can 
definitely say that the principle of brand names will 
play an extremely importgnt part in our future pur- 
chasing program. The aim of the Army Exchange 
Service is to give soldier preference in the procurement 
of merchandise to be carried in the domestic as well 
as oversea exchanges. 
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Chocolate Tempering 
(Continued from page 32) 


sugar in supersaturated solution, and they would grow 
large and coarse. If you cool the same mass and beat 
it the crystals will be small and fine. In this latter 
instance we might say that the fondant was in good 
temper. 


If you took a small quantity of this fondant and 
added it to a properly cooled mass of cooked fondant 
on the beater, it would quickly seed this batch as soon 
as it was distributed in it. 


While the temperatures here vary from those of 
chocolate coatings a very similar action takes place as 
that when coatings are seeded. 


In fondants, of course, we can both see and feel our | 


progress in seeding. This is not true of coatings. It is | 
for this reason we should master the technique of tem- 
pering, if we are to turn out good products. 


In an article as short as this, one cannot cover every | 
detail. We have attempted, however, to put down the | 
basic and fundamental principles necessary to operate | 


this newer technique of handling coatings. 


Hand dipped goods can and should stay in ordinary 
dipping room temperature until the last piece on the 


plaque has taken on the set that forms in about two | 
minutes after dipping. This looks like a thin shiny film. | 


When this appears it should then be ready for some- 
what cooler temperature and moving air, or if the room 
itself is cold enough, it will properly set at room tem- 


perature (60-65° F.). Low temperatures are no more | 


favorable here than in enrober tunnels. 


Bottom cooling is again of major importance in hand 
dipped goods, and the metal plaque is favored over the 
old style wooden plaque that holds the heat too long. 
If it could be arranged so that cold air would blow on 
the bottom of the plaque, and not in any way touch the 
goods or the dipper’s slabs, we would have an ideal 
condition for hand dipping. 


Such a condition would contribute in a great measure 
to the contraction of the bottoms, which is exactly what 
we should seek from well tempered, properly cooled 
goods. When such contraction occurs, the bottoms will 
be shiny and leave the dipping paper clean. One of the 
best indications of either poor temper or poor cooling in 
either hand or machine work, is the dipping paper. 
If this paper remains clean and free of chocolate, you 
can feel reasonably certain your technique and condi- 
tions are working well. 


The words seed, temper, crystallization in this article 
are synonymous. One cannot have temper without a 
seed or seed without crystallization. Temperature is 
merly relative because you cannot start crystallization 
in coatings until they are reduced to 92° F. or lower. 
Best results with low fat coatings are obtained when 
these are handled in the higher range of temperature, 
between 90° F. and 92° F. 


®@ Sugar rationing continues effective in all phases, 
states Paul A. Porter, OPA administrator, Au- 
thority for sugar rationing comes from the Second 


War Powers Act. Life of this act was extended | 
to March 31, 1947, by congress and this extension | 


was signed by the president June 29. An executive 
order on June 30 further specifically directed OPA 
to continue to perform all functions relating to 
sugar rationing 
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NOW... you can 


PULVERIZE SUGAR TO 
99.5”, THRU 325 MESH 





MIKRO-ATOMIZER 





P.i0r to the introduction of the No. 6 
MIKRO-ATOMIZER—a new mechanical, 
screenless, highly efficient mill—such ultra- 
fine grinding of sugar had never before 
been possible with any mechanical pul- 
verizer ever built. 


Now, sugar pulverized to an average par- 
ticle size of 25 microns, and at the rate of 
500 to 700 Ibs. per hour, is guaranteed per- 
formance. Finer grinds may be had at 
lower capacities. 


The advantages of using Mikro-Atomized 
sugar is evidenced by the enthusiastic ac- 
ceptance of this new pulverizer’s product by 
a number of leaders in the confectionery field. 


MIKRO-ATOMIZERS are sold with perform- 
ance guaranteed as to particle size, capacity 
and power required. Write for new MIKRO- 
ATOMIZER Bulletin for additional facts. 


PULVERIZING MACHINERY COMPANY 
61 CHATHAM ROAD + SUMMIT, N. J. 
.2 TYPES TO MEET MOST PULVERIZING NEEDS 
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“Pricing Policies with Special Reference 


to ‘Conversion Pricing’ ” 


By EDWIN L. ESCHER* 


Assistant Secretary, Nutrine Candy Co., Chicago, Ill. 


A! people will agree that fundamentally business is 
organized to make a profit. 


It seems to be a trend of the times, that people in gen- 
eral are expecting guarantees; such as guaranteed wages, 
guaranteed unemployment benefits, welfare royalty funds, 
other benefits, and legislation which in a sense guarantees 
to the American working person an income regardless 
of the amount of effort expended, It seems to me in 
thinking of -all- these current-day guarantees to Labor, 
that it might be nice if someone would devise or legislate 
an Act or method whereby business would be guaranteed 
a profit. 


Fortunately or unfortunately, depending on your point 
of view, there is no such guarantee for business. The 
only guarantee of making a profit that business has, or 
has ever had, is to sell a better article and, or, render 
a better service at the right price. The phrase “right 
price” is doubly underlined. 


“Loss Leaders” Bad Business 


Companies tried in the past to secure additional busi- 
ness and hold what business they did have strictly on 
a price basis. “Loss Leaders” in the main were very 
predominant. To bring back memories of other days I 
mention such names as peanut brittle, Christmas Hard, 
Jellie Bird Eggs and Standard Drops. With this little 
touch of the past in mind, I am sure that you will agree 
that at times a large quantity of the sales made in the 
industry were made in these “Loss Leaders.” In these 
not too distant days, we used to jokingly say that we 
lost a little on each order, but we sold so many orders 
we wound up with a profit. 


The candy industry, being similar to other industries, 
had the thought in mind that when volume was high, 
prices should be cut to secure yet additional volume, and 
conversely when business was slow and volume dropped, 
prices were again cut to secure a more normal volume. 
It seems from the above statement that the scum total of 
the remedy to gain business and hold it was to cut prices 
no matter what the business conditions were. A possible 
better means of correcting the situation would have been 
to supply a better service. 


Many theories regarding pricing methods have been 
advanced throughout the years—some have survived and 
others have fallen by the wayside. One method of cost 
concept and pricing that has survived throughout the 
period has been the “Conversion Pricing” method. 


The first logical question is “What is conversion pric- 
ing?” Stated simply without going into its ramifications, 
it is a method whereby the normal profit to be earned 





* Address bafore the 63rd Annual Convention of the National Confec- 
tioners’ Association June 27, 1946, Stevens Hotel, Chicago, Illinois. 
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is determined by the amount of service rendered. “Con- 
version pricing” has been in use in some industries for 
a good number of years. The copper industry and: build- 
ing trades, for example, use this method. I believe you 
are all familiar with an invoice returned by a repair and 
construction concern which shows the following informa- 
tion (using assumed figures); or some variation of this 
method of pricing: 


Raw Material ...... eg ose Seo ae $10.00 








Overhead and Labor .......................... 10.00 
BE eo ta $20.00 

Profit-100% of Overhead 
8 | ea eR eee 10.60 
$30.00 


Form of Conversion Pricing 


This is really a form of conversion pricing. Exponents 
in favor of conversion pricing maintain, as stated above, 
that the function of business is to render a service and 
that the amount of service rendered is the determining 
factor in calculating the amount of profit that should be 
earned. This you will agree is a sound method on which 
to base a price. 


In contrast many firms use a mark-up method of de- 
termining a selling price; for example: 


Nn a ak $10.00 
Labor and Overhead .......................... 10.00 


This figure of $20.00 is then marked up by whatever 
percentage is necessary in order to return a satisfactory 
gross profit or to further illustrate, let’s take a 30% 
mark up on $20.00. The resulting selling price will be 
approximately $28.50. It is immediately apparent that 
in this method of pricing a mark-up is taken on the raw 
materials which sometimes materially distorts the price. 
In order to visualize the amount of distortion that could 
take place, we will build a “mind’s eye” department which 
will perform two operations. The first operation will 
have have to use 20 people in turning out 1,000 pounds 
of high grade chocolates and will occupy 90% of the 
floor space in the department and use 90% of all the 
equipment. The cost break-down of this article is as 
follows: 





Material __.................. PAO HO RO $10.00 
Labor and Overhead _.............. 30.00 
Total Factory Cost ........ ee. ee $40.00 


Then in a small corner we have operation Number II. 
It is composed of taking some roasted nuts which were 
purchased on the outside and merely pouring some salt 
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on them. The production on this item would be 10 times 
as much per man-hour as that of Number I. The cost 
of this operation is as follows: 





_ RES | Las. ee $39.00 
Labor and Overhead .......................... 1.00 
(RRS eee ee ee $40.00 


Reviewing the figures given before, we now have the 
following facts on two items manufactured: 


Item No.I Item No. Il 








Raw Material ................ $10.00 $39.00 
Labor and Burden ........ 30.00 1.00 
NE $40.00 $40.00 


Using a 30% mark-up basis, the selling price of both 
will be $57.25 per cwt. The gross profit realized on 
operations is then $17.25 per cwt. each. At this point 
the fallacy in the mark-up method of pricing is apparent. 
Here we have item No. I on which production was low 
and a great deal of capital and labor expended in order 
to complete, and on which we make $17.25 gross, as com- 
pared to item No. II on which we spent very little capital 
and labor to complete but on which we make the same 
gross profit. It is apparent that if item II were elim- 
inated, a substantial increase in labor, floor space and 
capital required to operate would be needed in order to 
compensate for the loss of gross profit returned by the 
“low service cost” item No. II. The conversion method 
of pricing eliminates this fallacy. 

For example, let’s assume that the conversion percent- 
age to be used in calculating the normal profit is 100% 
of the service rendered. Prices and gross profit on the 
two operations listed above would be as follows: 

Item No.I Item No. Il 
Raw Material __............ $10.00 $39.00 


Labor and Burden ........ 30.00 1.00 








Teel 2..<..<.. mae $30.00 $40.00 
Conversion Profit ........ 30.00 1.00 
Selling Price ................ $70.00 $41.00 


You can readily see from these figures that the com- 
pany’s compensation is equitably in proportion to the 
services which it rendered. 

In conversion pricing, as in all other methods, it is 
especially important that the allocation of all items of 
overhead applicable are correctly distributed to the vari- 
ous items. If this is not done, incorrect management 
decisions will be made on incorrect facts. 

Authorities on the subject have said of conversion 
pricing that “it needs but little consideration to realize 
that if conversion pricing was compulsory, we would 
obtain a degree of general prosperity and general sta- 
bility beyond our farthest hopes and expectations.” 


Formula Inverting Sugar 


An industrial sugar user wishing to invert sugar to 
increase its sweetness or hygroscopicity, can use the 
following simple formula prepared by the consulting 
chemist of B. W. Dyer & Company, New York sugar 
brokers. 

Make a solution of granulated sugar in water using 
55 parts by weight of sugar to 45 parts by weight of 
water. Heat to a temperature of 176° F. Add 0.2 per 
cent parts by weight of chemically pure hydrochloric 
acid for each part by weight of granulated sugar. Hold 
at 176° F. for a half hour. Cool and add sodium car- 
bonate solution until the syrup is neutral to litmus paper. 
An inversion of about 92 per cent to 95 per cent is 
usual under practical conditions, the firm reports. 
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Soluble in water. 


FOR HARD CANDIES 
Use 4 to V2 oz. per 100 ths. 


schimme}l & Co.. ine. 


Famous for Flavors and Basic Flavoring Materials 


Imitation riavor sass Maple 





An exeellent reproduction of You can always be sure when 
the real maple flavor, based on you buy from Schimmel, where 
natural ingredients, and with quality and exactmess come 
all the advantages of the orig- 
inal at a fraction of the cost. 


first. A wide variety of other 
concentrates and natural fila- 
vors is listed in our catalog. 
Send for your copy today. 











601 West 26th Street, New York, 1, N. Y. 
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RETAILER 


Peppermint Candy Sales Appeal High for Century 


(= one hundred years ago in 
a London apothecary shop, a 
new candy was made and a new in- 
dustry started on the road to a suc- 
cessful future: peppermint candy. 


We shall go back through the 
years to the original hand-made 
peppermint lozenges and view the 
old-time equipment: a smooth white 
wood table rolling pin, a few square 
bars to gage the thickness, and 
some round cutters to cut out the 
round disks of candy that have been 
famous for their purity and flavor. 


This peppermint candy soon met 
with great favor, and as the demand 
grew for volume, the hand work 
was soon to be forgotten and an- 
other industry was born to develop 
and build special machines for 
making peppermint lozenges. 


Special sugar mills were devel- 
oped to manufacture a_ pulverizing 
machine to grind the sugar into a 
smooth powder for the making of 
mint lozenges. A giant mixer was 
made to mix and work the formula 
into a smooth velvet-like paste. 


Machines Developed 


But that was only the beginning, 
for a combination of machines had 
to be designed and developed, to 
take the peppermint paste fondant 
to the mixing and sizing machines. 
By screw conveyor the candy mint 
fondant was carried through a die 
that formed it into a uniform sheet. 
It was then carried by conveyor belt 
to sizing rollers, to give the exact 
size or thickness, before going 
through a stamping die. There the 
name of the manufacturer, or trade- 
mark, were imprinted on each piece. 
The journey continued on to the 
die-stamping press that cut out the 
mint lozenges, hundreds at a time. 
The finished peppermint lozenges 
continued on to the special drying 
trays to give them the proper amount 
of drying before they were packed 
in packages, boxes and cases for 
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By James E. Mayhew 


distribution to jobbers and retail 
shops, and to many countries. 


It must be remembered pepper- 
mint flavor has always been a very 
popular flavor enjoyed by young 
and old. The refreshing taste and 
exhilarating aroma of peppermint 
have made it one of the outstand- 
ing flavors of this century. But, 
like every flavor or aroma, we must 
know how to use it in the proper 
proportions, to cater to the trade 
we wish to serve. 


Flavor Varieties 


As there are a number of varie- 
ties in mint flavor, it would be well 
to consult your flavor man as to 
what peppermint is best suited for 
the product you wish to make, and 
the amount you wish to use, as all 
peppermint oils are not equal in 
strength. 


We will deal with four different 
textures in the making of pepper- 
mint lozenges; the change used in 
the composition of the solution will 
make the change in texture re- 
quired. The four textures suggested 
are: 


No. 1—Should be a plastic sugar 
fondant that is smooth, firm and will 
produce ideal working conditions 
for machine-made lozenges. 


No. 2—Will be made with a com- 
bination of two solutions. One of 
the solutions will provide a lighter 
texture to the plastic formula and 
give more volume to the mixture. 

No. 3—Will be the same as No. 2 
solution, but by mixing in pure 
glycerine with this solution it will 
produce a mellowness and keep the 
moisture in the texture and the pep- 
permint lozenges will remain soft 
for a year or more. 

No. 4—Is a combination of solu- 
tions and will make a smooth, light 
and brittle lozenge wafer. It should 
be very well mixed and have an 
extra strong peppermint flavor. This 
is a popular mint lozenge wafer for 
the drug trade. 


THE MANUFACTURING CONFECTIONER 


No. 1 Solution: Made with gum 
tragacanth (flaked, ground, or pow- 
dered tragacanch may be used). 
Take 3 lbs. gum tragacanth (ground 
fine) and 36 lbs. cold water. Let 
this dissolve for 24 hours. Stir sev- 
eral times and the solution will dis- 
solve faster. When all dissolved, 
strain through a fine hair sieve. All 
solutions should be mixed and 
stored in stone crock. 

No. 2 Solution: 3 \bs. ground 
gelatine soaked in 24 lbs. cold 
water for three hours. Then place in 
hot water bath and dissolve. Keep 
solution warm when mixing. 

No. 3 Solution: Is a mixture of 
gum arabic and gelatine solution in 
the proportions that formula call 
for. (See No. 3 texture above.) 

No. 4 Solution: 5 lbs. white gum 
arabic and 5 lbs. cold water. Let 
stand 12 hours and finish dissolving 
in hot water bath. When ready, 
strain through hair sieve. 


Formulas 


All formulas must be adjusted to 
suit the size of batch or mixer you 
intend to use. The solutions used 
must be sufficient to give the proper 
mix to give a firm smooth paste. 
No. 1 Formula: 

15 lbs. No. 1 Solution 
6 lbs. corn syrup 
100 Ibs. pulverized or 6X sugar 
4 to 8 ozs. peppermint oil 
No. 2 Formula: 
5 lbs. corn syrup 
12 lbs. No. 1 Solution 
4 lbs. No. 2 Solution 
100 lbs. pulverized or 6X sugar 


4 to 8 ozs. peppermint oil 
No. 3 Formula: 

5 lbs. corn syrup 

8 lbs. No. 1 Solution 

5 lbs. No. 2 Solution 

100 lbs. pulverized or 6X sugar 

4 to 8 ozs. peppermint oil 
No. 4 Formula: 

8 lbs. No. 1 Solution 


4 lbs. No. 2 Solution 
4 lbs. No. 4 Solution 
5 lbs. corn syrup 
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100 lbs. pulverized or 6X sugar 
8 to 16 ozs. peppermint oil 


In mixing the peppermint lozenge 
paste, it is well to place half the 
pulverized sugar for the formula in 
the mixing machine, then to add 
the solution called for, corn syrup, 
flavor, or other liquids in the mixer. 
Start machine and mix for five 
minutes and add the balance of 
sugar called for, or extra sugar may 
be added to bring the plastic cream 
paste to the proper consistency for 
good working quality to make a 
fine smooth paste. 

Many will remember the old fash- 
ioned molasses peppermint drops, 
the original barber pole design; the 
peppermint candy sticks or appease- 
ment plan that grandfather used to 
use when a slight favor was in the 
making. 

The peppermint star light kisses, 
or a by-product of the barber pole 
cut in pieces and pressed into but- 
ton shape, was a popular candy for 
chain stores. 

The braided peppermint candy is 
a favorite Philadelphia candy and 
as soon as the sugar shortage is over 
you will see it stacked on the 
counters all over the city. 

In the early Twentieth century, 
compressed lozenges arrived on Fifth 
Avenue and they have held their 
prestige as the classic mint. 

We must not fail to mention the 
sugar mint drop, or midget wafer, 
that joined the mint family long ago 
and followed on as an old-time 
favorite. 

The glacier, or crystal pure mint, 
is a popular hard candy that has a 
steady sale in the quality shops. 

Other peppermint specialties that 
will be welcomed in the near future, 
when more sugar is available, are 
the crystalized peppermint wafers 
and delicious chocolate peppermint 
creams. 

Another winner of the day is the 
smooth tempting peppermint cream 
wafer. Chocolate peppermint cream 
wafer sandwiches will soon be on 
display in exclusive candy shops. 


U.S. Important Customer 





The outstanding government sup- 
pliers in 1945, classified according 
to type of producer, were the bar- 
goods and package-goods houses. 
More than 20 per cent of sales of 
100 suppliers so classified were to 
the government. The government 
was likewise an important customer 
for five- and 10-cent specialty houses, 
general line houses, and manufac- 
turer-retailers. 
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HY SHOULD I BUY DACO FLAVORS? 
What do you have that I can’t get some place 


else?” We might answer that Daco Flavors have 











a lower profit structure and you therefore get 





more for your money than with competitive flavor lines. Or 
we could point with pride to the years of successful results 
obtained by our host of friends. We could picture to you our 
wealth of experience in the business. We might even show 
you photographs of our fine stainless steel equipment and 
our spotless laboratories. None of these facts would be a 
direct answer to your legitimate question. [With each gallon 
of DACO VANILLA, for example, you receive that added 
increment of skill, patience and a persistent striving for the 
best. These Vanillas are the essential outgrowth of the 
blender and perfumers art. Most of all they are products 


of an indomitable will to achieve perfection. The same 1s 


true of all our great DACO FLAVORS. 


AVIS & COMPANY 


ELEVELAN®D 3, GHIG 














Quality Supplies 


Setin and Novelty , Craftsmen 
Ribbenzene Importers — Distributors 
Menufacturers 
H. e . 
pase JO ect 


Costs No More" Beston 9, Mass. New York 13, N. Y. 
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TECHNICAL WIMTSRATURE DIGEST 


Wartime Improvements in Rodent 
Control Agents 


Justus C. Ward. Paper presented before Institute of 
Food Technologists. Compound “1080” (sodium fluor- 
acetate) and ANTU (Alphanaphylthiourea) are discussed 
as distinct wartime developments. Compound “1080” is 
shown to be an effective poison for control of all species 
of noxious rodents. It is more toxic for certain beneficial 
animals, such as dogs, cats, and hogs, however, than it 
is for Norway rats, prairie dogs, or ground squirrels. 
This fact is responsible for the unique secondary poison- 
ing hazard associated with use of “1080.” Recommenda- 
tions are made that distribution agent be limited to ex- 
perienced rodent control personnel. 

ANTU is shown to be almost a “specific” for Norway 
rats, since it is much less toxic to black, Alexandrine, 
and frugivorous species, and almost non-toxic to field 
rodents, although it is somewhat dangerous to dogs. 

Worldwide tests and methods of use of these com- 
pounds are outlined. It is pointed out no effective anti- 
dotes are available for either “1080” or ANTU. 


Apparent Specific Gravity 
of Refined Sugar 


George P. Meade. Paper presented before American 
Chemical Society. The apparent specific gravity or weight 
per cubic foot of refined sugar is often but a routine 
determination. A method and apparatus are described 
with the idea of developing standardization. Results and 
interpretations are discussed. 


Modified Extraction Procedures in the Extraction 
of Vitamin-B, by the Thiochrome Method 


Y. L. Wang, Journal of the Society of the Chemical 
Industry, Vol. 64, No. 7 (1945)—Describes a revised 
procedure for preparing extracts of certain foods (plain 
or fortified milk chocolate, egg powder, meat, dried 
meat) preparatory to estimation of Vitamin-B, by the 
modified thiochrome test of Harris and Wang. 


Purification of Sugar Solutions 
by Bone Char 


E. Whitman Rice and William K. Taft. Paper pre- 
sented before American Chemical Society. Various sub- 
stances are adsorbed by bone char in widely varying 
degree. In successive filtrations color adsorption is 
markedly different as the quantity of it is reduced by 
filtration. There may be a large removal of color by a 
much used char if further material is filtered through 
it, but decreasing percentage removal is obtained with 
better and better char. A final filtration with fresh char 
is not as effective as the first treatment with used char. 

Mineral matter soon reaches a low adsorption point 
which may not be further reduced. Invert sugar may be 
adsorbed at first and given up later, from which inver- 
sion in process might be wrongly indicated. 

Generally a great deal more can be accomplished by 
fast filtration through tall columns than by relatively 
slow filtration through shorter columns. The height of 
column has to be adjusted to the job. Lower grade ma- 
terials may not be improved indefinitely and may even 
darken with further filtration. The reason is not known. 
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This rapid method through tall columns, with speeds 
up to eight times normal, can greatly reduce the amount 
of char in use and will finally produce char so saturated 
with impurities that the commonly used type of reacti- 
vator cannot properly treat it. 

Presently obtainable high-grade raw sugars can be pro- 
cessed by this method to produce, without affination, 
high-grade refined sugars. This will save a considerable 
expense in plant, char, labor, power, and water; and 
much less sugar will be washed to sewer in wash waters 
because of the reduced amount of char used per ton of 
melt. 


Advances in Fluorescence Analysis 


J. A. Radley, Food Manufacture, Vol. 21, No. 4 
(1946)—As a rapid sorting test, and by means of the 
requisite instruments, intensity of fluorescence emitted 
can be measured and used to determine quantity of 
minute amounts of specific substances present in various 
admixtures. By means of filtered ultra-violet light and a 
few instruments, which are available or readily con- 
structed in the average laboratory, much valuable infor- 
mation can be obtained on various raw materials and the 
finished products made from them. 


Antioxidants in Flavor Problems 


Herbert E. Longenecker and B. F. Daubert. Paper 
presented before Institute of Food Technologists. Flavor 
problems in food products arise from diverse contribut- 
ing factors. An important factor in many instances is 
extent and rate of chemical change of fatty constituents. 
Not all fat changes associated with flavor problems can 
be ascribed to oxidative reactions which presumably are 
inhibited or retarded by presence of antioxidants. Paper 
studies flavor changes accompanying fat changes other 
than those due to microbial action, hydrolysis and light, 
heat and metal induced reactions. 


Waste Disposal in Food Plants 


N. H. Sanborn. Paper presented before Institute of 
Food Technologists. Prompt removal of waste materials 
in and around processing plants is essential for main- 
tenance of sanitary conditions. Methods of disposal and 
possibilities in utilization of solid waste materials are 
discussed. Merits and limitations of.treatment by screen- 
ing, chemical precipitation, biological filtration, irriga- 
tion fields, impounding lagoons with some means of 
controlling odors, aeration, and treatment in conjunc- 
tion with domestic sewage at municipal treatment plants 
are also studied. Chemicals commonly used in waste 
treatment are discussed in connection with possible lethal 
effect on fresh water fish. 


Oil and Meal Yields in Peanut Milling 

F. G. Dollear, Carroll L. Hoffpauir, and R. O. Feuge, 
Oil & Soap, Vol. 23, No. 2 (1946)—Report of contin- 
uous. processing test in commercial oil mill to determine 
nature,and amount of so-called invisible oil loss ‘re- 
ported to occur in milling peanuts. Study included crush- 
ing of 330 tons of farmets’ stock peanuts for oil and 
weighing, sampling, and analyzing of all products enter- 


‘ing and leaving mill. Under conditions of processing of 


test run, no so-called invisible oil loss was observed. 
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THE INDUSTRY'S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by ome of the 


industry. Some samples 


most experienced superintendents in the candy 
represent a bona-fide purchase in the retail market. Other samples 


have been submitted by manufacturers desiring this impartial criticism of their candies, thus avail- 


ing themselves of this valuable service to our subscribers. 


Any one of these samples may be yours. 


This series of frank criticisms on well-known branded candies, together with the practical “pre- 
scriptions” of our clinical expert, are exclusive features of THE MANUFACTURING CONFECTIONER. 


Summer Candies and Packages; Fudge 


CODE 8A46 


Peppermint Hard Candy Cuts 
—7 ozs.—75c 


(Purchased in a chain restaurant, Chi- 
cago, IIl.) 


Appearance of Package: Good. 

Container: Acetate round container, 
printed in white. Each piece 
wrapped in cellulose. Piece is a hard 
candy, small, stick, sponged-fruit 
chewy center. 

Color: Good. 

Texture: Good. 








Kinds of Candies 
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JANUARY—Holiday Candies 

FEBRUARY—Hard Candies: Chewy Candies; Caramels 
MARCH—One-Pound Boxes of Assorted Chocolates 
MAY—Easter Candies and Packages: Molded Goods 
JUNE—Gums and Jellies: Marshmallows 

AUGUST—Summer Candies and Packages; Fudge 
SEPTEMBER—Bar Goods of all Types 

OCTOBER—Salted Nuts: 5c-10c-15c-25c Packages: Different 


NOVEMBER—Cordial Cherries: Panned Goods: !c Pieces 


DECEMBER—Best Packages and Items of Each Type Consid- 
ered During Year: Special Packages: New Packages 


Flavor: Good. 

Remarks: Highly priced at 75c for 7 
ozs. Suggest printing on container 
be in red or blue instead of white, 
would make the container more at- 
tractive. 


CODE 8B46 
Hard Candy Peppermint Cuts 
—11 ozs.—59c 
(Purchased in a chain restaurant, Chi- 
cago, Ill.) 
Appearance of Package: Good. 





Follow This Candy Clinic 
Schedule When Sending Samples 
The monthly schedule of the Candy Clinic is listed below. 


When submitting items, send duplicate samples by the Ist 
of the month preceding the month scheduled. 











Container: Round glass jar, white 
screw cap printed in blue. 

Color: Good. 

Stripes: Good. 

Gloss: Good. 

Flavor: Fair. 

Remarks: A well made hard candy 
piece. Suggest a better grade of 
peppermint oil be used as price is 
slightly high at 59c for 11 ozs. 


CODE 8C46 


Assorted Jordan Almonds 
— 2 lb.—75c 
Sent in for Analysis No. 4487 

Appearance of Package: Good. 

Box: One layer type, top printed in 
overall design of Jordan almonds in 
colors. Different and attractive. 

Appearance of Box on Opening: Good. 
Almonds were in cups. 

Colors: Good. 

Finish: Very good. 

Jacket: Thin. 

Almonds: Good. 

Flavors: Good. 

Remarks: The finest Jordan almonds 
that the Clinic has examined in some 
time. Neatly packed and should be 
a good seller at 75c. 





CODE 8D46 
Assorted Gums—1 oz.—5c 
Sent in for Analysis No. 4486 
Appearance of Package: Good. 
Container: Folding box, printed in red, 
black green and yellow. 
Size: Good. 
Contents: 
Assorted Shapes: 
Colors: Good. 
Finish: Very good. 
Texture: Good. 
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Flavors: Fair. 

Licorice Piece: Good flavor. 
Remarks: Suggest the flavors in the 

red and green pieces be improved. 

Licorice piece had a good flavor. 

Should be a good 5c seller. 





CODE 8E46 
Chocolate Pecan Fudge 
—1 lb.—69c 
(Purchased in a chain drug store, Chi- 
cago, II.) 

Appearance of Package: Small. Pack- 
age looks small for a one pound 
piece. Cellulose wrapper. White 
paper seal printed in brown. 

Color: Good. 

Texture: Fair. 

Flavor: Fair. 

Nut Meats: Good. 

Remarks: Suggest fudge be made a 
little “shorter” as. it is a trifle 
tough. Fudge lacks a good choco- 
late flavor. 


CODE 8F46 
Gum—no price stated 
Sent in for Analysis No. 4488 
Appearance of Package: Good. Fold- 


NL. TAFT Co 





ing box, printed in red, blue and yel- 
low. 

Gum: In one piece scored. 
wax wrapper. 

Color: Good. 

Texture: Good. 

Flavor: Very pleasing and lasts a con- 
siderable length of time. 

Remarks: A well made piece of gum. 
Neatly put up. Flavor is different 
than any other gum but the Clinic 
thinks that the consumer will like 
it. 


Printed 


CODE 8G46 
Chocolate Nut Fudge—2 ozs.—5c 


(Purchased at a news stand, Chicago, 
Ill.) 


Appearance of Bar: Good. 

Size: Good. 

Wrapper: Cellulose, 
and white. 

Color: Good. 

Texture: Good. 

Flavor: Fair. 

Nuts: Good. 

Remarks: Suggest piece of board be 
waxed as fudge stuck to the board. 
Fudge is not “short” enough. Too 
chewy for a fudge bar. 


printed in red 


CODE 8H46 


Assorted Summer Candies 
—1 lb.—80c 


(Purchased in a chain restaurant, Chi- 
cago, III.) 


Appearance of Package: Good. 

Box: Two layer type, full telescope, 
blue girl’s head in colors, name in 
blue on white, cellulose wrapper. 

Appearance of Box on Opening: Good. 

Contents: 

Assorted Jelly and Marshmallow in 
Layers: Good. 

Assorted Jelly Oblongs: Good. 

Nut Jellies: Good. 





service. 





WHAT EVERY SUGAR BUYER 


KNOW 


Service, like commodities, has monetary 
value — When placing sugar orders 
through a Broker, get the added dollar- 
and-cents value of constructive sugar 
It costs no more. 


B. W. DYER & COMPANY 


ANY peN [| Sugar Economists and Brokers 
“) 


120 Wall St., New York 5, N. Y. 
Phone WH 4-8800 


SHOULD 
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Orange Jelly Square: Good. 

Cellulose wrapped Hard Candy 
Ball: Good. 

Date: Good. 

Assorted Caramel Oblongs, wax pa- 
per wrapper: Too hard. 

Wrapped Nougat: Good. 

Remarks: The best Summer assort- 
ment of this ‘kind that the Clinic 
has examined this year. Suggest 
caramels be checked up as _ they 
were too hard and chewy. Cook a 
trifle lower and use more fat or 
butter. 


CODE 8146 


Chocolate Coated Fudge Bar 
1% os.z—5c 
(Purchased at a candy stand, Chicago, 


Ill.) 


Appearance of Bar: Good. 

Size: Good. 

Wrapper: White glassine, printed in 
blue and yellow. 

Coating: Good. 

Center: 
Color: Good. 
Texture: Good. 
Flavor: Good. 

Remarks: The best 5c coated fudge 
bar that the Clinic has examined 
this year. 


CODE 8]46 


Chocolate & Chocolate Nut Fudge 
—1 Ib.—59c 
(Purchased in a department store, 
New York City) 
Sold in Bulk: 
Chocolate Nut Fudge: 
Color: Too black. 
Texture: Fair. 
Flavor: Fair. 
Chocolate Fudge: 
Color: Fair. 
Texture: Dry and hard. 
Flavor: Fair. 
Remarks: Not a good eating fudge, 
poor quality. Chocolate nut fudge 
has a scrap taste. 


CODE 8K46 


Assorted Summer Candies 
—no weight stated—$!.00 
(Purchased in a retail candy store, 
New York City) 
Appearance of Package: Good. 


Container: Round acetate box tied 
with a grass ribbon. 

Contents: 

Unwrapped Nougat: Fair, lacked 
flavor. 


Assorted Marshmallow and Jelly 
Leaves: Good. 

Assorted Marshmallow and Jelly 
Round Shape: Good. 

Jordan Almonds: Good. 

Strawberries: Good. 
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palate 
is assured by the use of Merckens Cocoa 
or Chocolate Products in the preparation 
of your chocolate ice cream and syrups. 
They will have the flavor that pleases. 
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SALES OFFICES and STOCK MERCKENS CHOCOLATE CO. INC. 


in Boston, Mass., New York, N. Y. 
Chicago, Ill. and Los Angeles, Calif. 506 Seventh Street, Buffalo, New York 














THE NEW 
INSTANT and CONTINUOUS 


FONDANT MACHINE 


The dream machine of the Candy world . . . will quietly 
step in and take over your fondant making . . . quickly, 
easily and instantly . . . save you floor space, floor load 
and LABOR. 





A thrilling experience to watch smooth, creamy fondant flow 
forth as simple and continuous as water flows from a 
faucet. 


The finest, most modern fondant machine ever offered the 
Candy industry. 


& rmeranyt 


aro 
continvove 
, 


That’s the NEW Aluminum Instant and Continuous Fondant 
Machine. 


—— - a? - 
lpompant SaGHINE 
+. ae a 


Soon in plants all over America. 


Bonafide orders filled on basis of date received 


CONFECTION MACHINE SALES Co. 


(Formerly Kenmer Products) 30 NORTH LA SALLE STREET * CHICAGO 2, ILLINOIS 
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Cellulose wrapped Caramels: Good. 

Remarks: A good’ looking package but 
highly priced at one dollar. Consid- 
erable can be expected when the in- 
gredients, name and address are not 
printed on the package. 


CODE 8L46 
Vanilla and Chocolate Fudge 
—1 lb.—79c 
(Purchased in a retail candy store, 
New York City) 
Sold in Bulk: 
Colors: Good. 
Texture: Good. 


SWEET RELIEF FROM 
SUGAR HEADACHES 


The aspirins fly out the window 
when we come in the door. Solv- 
ing sugar problems is a “specialty 
of the house” with us. Our know- 
how is at your disposal... 


BETTER 
SUGAR 


SERVICE 


FUCHS 
& COMPANY 


96 WALL ST. BOwling Green 9-7171 


PHILADELPHIA 


465 DREXEL BUILDING Market 5258 




















Flavors: Good. 

Remarks: The best fudge of this type 
that the Clinic has examined this 
year. Well made and good eating. 


CODE 8M46 
Caramel Kisses—2'% ozs.—10c 
(Purchased in a cigar store, Boston, 
Mass.) 

Appearance of Package: Good. Cellu- 
lose bag, printed paper slip on top. 
Pieces wrapped in brown printed 
wax paper. 

Color: Good. 

Texture: Good. 

Flavor: Good. 

Remarks: A good eating caramel— 
should be a good seller. 


CODE 8N46 
Peanut Bar—no weight or price 
stated. 
(Purchased in Chicago, III.) 

Appearance of Bar: Good. 

Size: Good. 

Wrapper: Printed wax paper. 

Color: Good. 

Texture: Good. 

Taste: Good. 

Remarks: One of the best peanut bars 
of this type that the Clinic has ex- 
amined this year. Should be a good 
seller at 5c. 


CODE 8046 
Childrens’ Summer Package 
—8 ozs.—39c 
(Purchased in a department store, 

(New York City) 

Appearance of Package: Good. 

Box: One layer type, printed in red, 
white, blue and yellow, tied with 
white grass ribbon. 

Contents: 

Spiced Gum Drops: Good. 

Panned Licorice: Good. 

Panned Marshmallow Buttons: 
Good. 

Sugared Hard Candy: Good. 

Jordan Almonds: Good. 

Assorted Small Hard Gums: Good. 

Burnt Peanuts: Good. 

Wax paper wrapped Molasses Kiss- 
es: Fair. 

Remarks: A good Kiddie 
cheaply priced at 39c. 


package, 


CODE 5P46 
Orange Slices—2 ozs.—5c 
(Purchased in a cigar store, Indian- 
apolis, Ind.) 
Appearance of Package: Good. 
Size: Good. 
5 pieces in a boat, cellulose wrapper 
printed orange, blue and white. 
Color: Good. 
Texture: Good. 
Flavor: Good. 
Remarks: One of the best 5c packages 


of its kind that the Climic has ex- 
amined this year. 





CODE 5T46 
Assorted Egg Shaped Gums 
—1 lb.—60c 
(Purchased in a department store, 
N.Y.C.) 
Sold in Bulk. 
Colors: Good. 
Texture: Good. 
Flavors: Good. 
Remarks: A good eating gum but 
highly priced at 60c the pound. 





CODE 5U46 
Gum Rabbits—1 lb.—80c 
(Purchased in a department store, 
eG.) 
Sold in Bulk. 
Shape: Good. 
Color: Good. 
Texture: Good. 
Flavor: Good. 
Remarks: A good looking gum novelty 
but highly priced at 80c the pound. 





CODE 5W46 
Fudge Marshmallow Bar 
—1%2 ozs.—5Sc 
(Purchased in a drug store, 
Indianapolis, Ind.) 


Appearance of Bar: Good. 

Wrapper: Glassine printed in orange, 
brown, 

Size: Good. 

Coating: Dark: Good. 

Center: Vanilla fudge: dry and hard. 

Marshmallow: Good. 

Remarks: Suggest fudge formula be 
checked up as it is too hard. 





CODE 5X46 
(Purchased in a cigar store, 
Indianapolis, Ind.) 


Assorted Jellies—1% ozs.—5c 

Appearance of Package: Fair. 

Size: Small for a 5c seller. 
Four pieces of gum candy. 

Colors: Good. 

Texture: Good. 

Flavors: Very poor. 

Remarks: Piece is not a jelly but a 
starch gum. Suggest flavor be check- 
ed up. 


CODE 5Z46 
Assorted Jellies—!% ozs.—5c 


(Purchased in a cigar store, 
Indianapolis, Ind.) 


Appearance of Package: Good. Fold- 
ing box, printed in red, white and 
blue. 

Colors:, Good. 

Texture: Very tough. 

Flavors: Fair. 

Remarks: Piece is not a jelly; a very 

hard and tough starch gum. 
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Now that War-time restrictions have 
been removed, our Service Staff—the 
same staff of nationally known produc- 


tion men—are going back into action 






THE 
STANDARDIZED LECITHIN 


AND OUR "KNOW-HOW" 
ARE AN UNBEATABLE TEAM 


Fifteen years ago we introduced YELKIN to the Confectionery 
Industry as a basic control factor—its universal acceptance 
and use today substantiates our every claim—Yes, we know 
lecithin and how to use it. Our Service Department is anxious 
to be of assistance to you. Write today. 


ROSS & ROWE, INC. 


75 Varick St, 
NEW YORK 13, N. Y. 


Wrigley Bidg. 
CHICAGO 11, ILL. 





to help you in your post-war plans. 


SOLE SELLING AGENTS FOR 


AMERICAN LECITHIN COMPANY 



































Pioneers in Egg Dehydration, we offer the Confectionery 
Trade first quality Albumen in the following forms: 
FROZEN WHITE + FLAKE ALBUMEN * POWDERED ALBUMEN 
SPRAY ALBUMEN * also EGG YOLK: FROZEN OR DRIED 


Send for samples! 


DOMESTIC EGG PRODUCTS, INC. (a subsidiary of DOUGHNUT CORP. OF america) 
393 Seventh Avenue, New York 1, N. Y. 


Plants at: WITCHITA FALLS CHICKASHA McKENZIE NASHVILLE 
Texas Oklahoma Tennessee Tennessee 


f 
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KRAFI 
MILK PRODUCTS 


for confectioners 






Step up the 
smoothness 
flavor 
quality 


of your candy 


KRAFT MILK PRODUCTS 


are 
- dependable 


¢ uniform 





* easy to use 





Call or write your nearest Kraft office. 
Industrial Food Products 
KRAFT FOODS COMPANY 
General Offices: 500 Peshtigo Court, Chicago (90) III. 
New York «+ San Francisco « Atlanta 
Minneapolis + Denison, Texas 
Branches in principal cities 


@eeeeoeeeeeeeeeeeeeeeeeeeeeeeereeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee2e20202880886 
@eeeeeeeeeeeeeeeseeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeese@ 
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CONFECTIONER’S BRIEFS 





@ Chase Candy Co., St. Joseph, Mo., announces 
resignation of R. W. Bridwell as first vice-president 
and secretary and election of F. M. Yantis as his 
successor. Mr. Bridwell plans -to travel for an 
indefinite time and later go into business with his 
son, Rodger. Mr. Yantis was general manager of 
the Pepsi-Cola Bottling Co., Louisville. 


@ Shotwell Mfg. Co., Chicago, announces Arthur 
L. Stang, formerly with Cracker Jack Co., has ac- 
cepted an executive position with the Shotwell 
firm. Mr. Stang is secretary-treasurer of NCA. 


ROBERT I. JOHONNOT 
has been elected vice- 
president and director 
of sales of Vita Sert. 
announces Edmond 
Opler, president of 
Cook Chocolate Co., 
Chicago. Mr. Johonnot 
was formerly sales 
manager of National 
Candy Co., Chicago. 
An extensive expansion 
program for Vita Sert 
is also announced by 
Mr. Opler. 





@ Pennsylvania Confectioners’ Ass’n elected as 
president C. Rudolph Kroekel, Kroekel & Oetinger, 
Philadelphia, at its first annual peacetime conven- 
tion recently in Wernersville, Pa. Other new of- 
ficers: F. Milton Demerath. Plantation Chocolate 
Co., Philadelphia, first vice-president; Charles 
Clark, D. L. Clark Co., Pittsburgh, second vice- 
president; Philip Wunderlke III, Ph. Wunderle, 
Inc., Philadelphia, third vice-president; and J. Rus- 
sell Mordinger, Franz Candies, Inc., Lancaster, Pa., 
secretary-treasurer, 

Following are members of the executive com- 
mittee: John Henry, chairman, DeWitt P. Henry 
Co.; Arthur Echil, D. Goldenberg, Inc.; Ira W. 
Minter, Minter Bros.; Le Roy Garret, Garret, 
Inc., all of Philadelphia; H. Earl Erb, Luden’s, 
Inc., Reading, Pa.; Robert F. Keppel. Keppel & 
Ruof, Lancaster, Pa.; and John L. Hardy, Hardie 
Bros. Co., Pittsburgh. 


@ The recent Cape Cod candy convention of the 
Boston Confectionery Salesmen’s Club forecast 
an optimistic future for the industry. Stressing 
the important interdependence of all elements of 
the confectionery industry, William R. Golden, 
Schutter Candy Division of Universal March Corp., 
St. Louis, stated there is “ample room for every 
manufacturer, jobber, and salesman whose ambt- 
tion is to sell a good product at a fair price.” 
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Competition need not be feared, he added, “if we 
maintain a high level of quality and decent ethics. 
Candy is here to stay and will be a food for public 
consumption long after all of us are gone.” 

C. M. McMillan, executive secretary-treasurer 
of the National Candy Wholesalers’ Ass’n, Inc., 
emphasized the position of the candy jobber in 
the years to come. Robert H. W. Welch, Jr., vice- 
president of James O. Welch Co., Cambridge, 
Mass., and an NCA vice-president, praised the 
work of candy salesmen in distribution. John H. 
Reddy, vice-president of Lovell & Covell, Cam- 
bridge, Mass.. and NCA council on candy chair- 
man, discussed the industry’s promotional efforts. 


@ Liggett, Owl, and Sontag drug chain recently 
named Miss Dorothy Harmon candy buyer and 
merchandise manager. 


@ Oh-So-Good Candy Co., Pasadena, Calif., an- 
nounces plans have been completed and bids ac- 
cepted for a 15x75-foot addition to its plant. 


@ Caroline Candy Corp., Durham, N. C., was 
recently formed with authorized capital of $100,000. 
Norman Block, Nellie O. Bain, and Mary S. 
Stearns, all of Greensboro, N. C., are incorporators. 


@ NCA’s distribution committee is distributing a 
new brochure “Work Sheet for Planning Sales 
Coverage.” 


@ Klotz Confection Co., Louisville, was recently 
chartered with $100,000 capital stock. Incorpora- 
tors are: Fred Klotz, Jr.; J. Bernard Brown; and 
P. McKinley Harris. 


@ Forrest Ford Candies, Athens, Tex., plant was 
recently destroyed by fire of undetermined origin. 
The plant, with a standing inventory of $50,000, 
employed 95 persons, with a weekly payroll of 
$2,000 


@ Three to 10 per cent of moviegoers buy candy 
and theater owners consider its sale “a direct 
service to the public,” says Variety in a recent 
article. Other findings: (1) type of picture shown 





— . — 


GEORGE E. DUDACY (right), vice-president and confisseur of 
Rosemarie de Paris, New York. points out an airfreight label 
on a box of his firm’s candy to Col. M. V. O'Shea. Jr.. president. 
The candy was part of a shipment flown to the company’s West 
Coast stores. Col. O’Shea is also considering airfreight to supply 
customers in Chicago, Philadelphia, and Washington, it is re- 
ported. An initial 426-pound shipment was put on sale in Beverly 
Hills, Calif., after being flown from New York in 19 hours elapsed 
flying time. 


jor August, 1946 





give your Sales 
this flavor ioost 


—_> 
ese 








HAVA 





The keener taste appeal of Ethavan* — Monsanto's 
Ethy! Vanillin — will give your products a flavor 
boost that goes a long way to maintain customer 
preference. 

The flavor of Ethavan is more distinctive than that 
of vanillin—its aroma more pronounced, more 
pleasing. Its individuality “stays,” when even prod- 
ucts are subjected to high or low temperatures in 
processing. Because Ethavan is practically three 
times stronger than vanillin, it is more economical 
to use, even though higher in price. 

Try Ethavan! Experimental samples will be fur- 
nished on request. Make your own tests, and see 
how you can give your sales a flavor boost... 
Contact the nearest Monsanto Office, or write: 
MONSANTO CHEMICAL COMPANY, Organic 
Chemicals Division, 1700 South Second Street, 
St. Lovis 4, Missouri. 
District Offices in: New York, 
Chicago,Boston,Detroit, 
Charlotte, Birmingham, Los 


Angeles, San Francisco, 
Seattle, Montreal, Toronto. —- 


CHEMICALS 


my A 


*Reg. U. S. Pat. Off. 








page 63 








influences sales, with “light” musicals and westerns 


° producing largest sales: (2) better houses now sell 

as better candies can be made candy only in crackless paper to avoid noise; (3) 
ith candy counters should be close to box office, where 

wi customers still have loose change in hands; (4) 


commission for sales girls keeps personnel more 
active in pushing sales. 


maAaruYn 





DAI nf pr wiki @ The National Confectionery Salesmen’s Ass'n, 

at its 47th annual convention last month in Buf- 
falo, heard Philip P. Gott, NCA president, term 
Roller Process Powdered Whole Milk plans for streamlining the confectionery industry 


in preparation for the return of competitive selling 
L A ia O R A T O We Y all tending to increase further the importance of 
the. wholesale salesman. NCA staff members, S. 
H. Cady, Jr., and James F. Mulcahy, spoke for 
. O N T kK O L L E D NCA’s council on candy and distribution commit- 


tee, respectively. 


for FINE QUALITY Other speakers at the Buffalo meeting included 
. Walter W. Zittel, Mary Lincoln Candies, Buffalo, 
@ You don't have to use more sugar to increase and council on candy campaign manager for that 


the poundage yield of the batch when you use 
larger quantities of roller process powdered milk 
in a given formula. 


area; Irvin C. Shaffer, Just Born, Inc., New York, 
council on candy campaign manager for New York 
state, northern New Jersey; and Clarence Matheis, 
WRITE TODAY for our new recipes of certified, y : . ap “Ls "me 
sinplified formulas fer Fudges, Grolaed Coremeks, Walter Johnson Candy Co., Chicago, newly named 
Grained Nougats, Seafoam Kisses, Roll Cream chairman of the NCA distribution committee. 
Centers, Cast Cream Centers and others. Mr. Matheis introduced Elmer R. Kreher, Kreh- 


MARWYN DAIRY PRODUCTS CORPORATION er—Shoemaker, Inc., Buffalo, who served as chair- 


man of the sales training session. Members of the 


141 West Jackson Blvd. discussion panel were Fred E. Owens, Rome To- 
CHICAGO 4, ILLINOIS bacco Co., Rome, N. Y., and Norman Krieger of 
111 West Seventh Street 70 Fine Street the A. Z. Greenberg Sales Co., Bradford, Pa. 
Los Angeles, California New York, New York C. M. McMillan, of the National Confectionery 





Wholesaler’s Ass’n, and Arthur E. Neureuter, A. 


Tew! WIGH PRODUCTION 


sspECtAL Tg CHIP COOKER 


150 Ibs. of Potato Chips per Hour Guaranteed! 















Yes, guaranteed . . . although actual production is usually 
200 Ibs. per hour! Basic design features—scientifically exact 
gas and air mixer, long flue travel and the SPECIALITY 
COLD ZONE—insure high speed quality production and low 
cost performance. Manual open-kettle frying means con- 
sistent high quality potato chips. Cooking oil stays fresh, is 
not broken down by burning particles. No discarded or 
scrap fat or oil! Made in three models: 150, 100, and 50 
Ibs. per hour units. One cook operates any unit! Used to- 
day by outstanding potato chip manufacturers. Get full 
facts! Write or wire for details and prices. 


MADE BY THE MANUFACTURER OF 


150 Ibs. per hr. unit FAMOUS SPECIALITY NUT ROASTER 


SPECIALITIES APPLIANCE CORPORATION 
341 EAST OHIO STREET © CHICAGO 11, ILLINOIS 
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THE BELTING SENSATION OF THE CANDY INDUSTRY 


HIL-GL0oG 


IN SHEETS FOR HAND DIPPING—WITH CLOTH BACK FOR COOLING TUNNELS 


VOSS “HI-GLOSS” COOLING TUNNEL BELTING will give the bottoms of your chocolates the same 
“High Quality Appearance” found on hand dipped cholocates. “HI-GLOSS” the Completely New Non- 
Cracking Plastic Cooling Tunnel Belting that can put that “mirror-like” bottom on your chocolates. 
“Hi-GLOSS” also can be furnished in sheets for Hand-Dipping-—-Can be used indefinitely without re- 
placing—Cut your Dipping Paper Costs in half with VOSS “HI-GLOSS” DIPPING PLAQUES. 


Other High Quality “Voss” Products are: 


Endless Feed & Cooling Slab Belts Packing Table Belts (plain or treated) 
Batch Roller Belts (no seam—tubular woven) Cotton Conveyor Belts (plain or treated) 
Caramel Cutting Boards Rolling Machine Belts 

Corrugated Rubber Pulley Covering Wire Belts 


VOSS. B ELTING A & oP ECIALTY co. 
VOSS Telephone Longbeach 4534-35 


BELTS FOR EVERY PURPOSE IN THE CANDY PLANT. 
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Domedion Confectionery Co., Buffalo, were floor 
speakers. 

Following the afternoon session, a_ reception 
in honor of visiting salesmen was held under aus- 
pices of the Buffalo Confectioners’ Ass'n. 

Officers elected at the convention, which was 
the largest in the association’s history, include: 
R. L. Hodges, New Orleans, president, and Al. 
Bixby, Buffalo, vice-president. Henry Michaels 
was elected secretary-treasurer for the 20th conse- 
cutive year. Robert M. Kelly, Brooklyn, was ap- 
pointed to the new post of assistant secretary- 
treasurer. Mr. Kelly is also secretary of the New 
York Candy Club. Mr. Bixby was also elected 
president of the Empire State Candy Club. 

Two past NCSA presidentns were elected to the 
board of directors: S. W. Reece, of Rockwood & 
Co., Brooklyn, who is chairman of the association’s 
finance committee, and Irvin C. Shaffer, of Just 
3orn, Inc., New York. Charles Beauchemin, of 
Ifenry Heide, Inc., New York, as retiring presi- 
dent automatically became a director. 

The Empire State Candy Club was host at this 
years NCSA convention. The 1947 convention 
will be held under auspices of the Central Pennsy!l- 
vania Candy Club. Date and place will be an- 
nounced. 

Other members of the Buffalo Confectioners’ 
Ass’n committee which cooperated with Louis 
Specter, chairman of the salesmen’s convention 
committee, were: George Kaiser, Edwin J. Murray, 
Milhem Attea, John Johnides, Nicholas Condrell, 
Joseph B. Oliver, Charles Zutes, Theodore Merck- 
ens, Irving Fried, I. Rothschild, Herman K. Faupel, 










































Fred Neunder, N. J. Hamam, Herbert F. Hern, 


and Mrs. Pendleton. 


WALLACE H. FOOTE is new 
sales manager for Queen 
Anne Candy Co., Hammond, 
Ind., announces President 
Harry S. Martin. For 10 years 
Mr. Foote was engaged in 
sales management activities 
in candy with headquarters 
in Chicago. He is a navy 
veteran. 





Sales Drop Continues in May 


ALES of manufacturers of confectionery and 

competitive chocolate. products in May, 1946, 
were 8 per cent below those of May last year, re- 
ports J. C. Capt, director of the census. As com- 
pared with April, dollar sales were 10 per cent 
lower and for the first five months, they were 6 per 
cent under those of the similar 1945 period. 

Quantity (based on pounds) of confectionery 
and competitive chocolate products sold by 127 
manufacturers was 18 per cent under that reported 
for May, 1945, while the sales value dropped 9 
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LI MAINTENANCE veges icualamda 





EHMANN Equipment is built to “take 
it’, however, even a battleship has to 


go into drydock for an overhaul occasion- 
ally. The war years were tough on 
heavy-duty machines. Extra shifts—over- 
time — the constant drive for peak pro- 
duction, often with inexperienced opera- 
tors and with but little attention to minor 
adjustments and repairs — have all taken 
their toll. 


FACTORY RECONDITIONING NOW 
will help to maintain production and qual- 
ity and safeguard 
your plant against 
a major breakdown. 


Our Service Depart- 
ment will do the job. 
Write to us. 





THE STANDARD FOR 
QUALITY IN MACHINERY 


- JM. LEHMANN COMPANY, Inc 
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ICE CREAM CANDY MAKERS 

TOPPINGS SUPPLIES 
MARSHMALLOW NOUGAT WHIP 
BUTTERSCOTCH HAND ROLL CREME 






X-L CARAMEL PASTE 


“STERLING” mi 
QUALITY VAC-CREAM 
| PRODUCTS 
TO OUR FRIENDS... 


We would like to fill every order you send us—immediately 
But... 

Material shortages make this impossible 
Yet... 

We have been,—are,—and will continue to do our BEST. 


CARAMEL SUNDAE 
MILK CHOC. FUDGE 
BITTERSWEET FUDGE 




















"A Friend Understands a Friend" 


SENNEFF-HERR CO. 


STERLING ILLINOIS 



























For candy mix so light, so smooth 
That’s extra thrifty, too 


Use Swift’s Fluff-Dried Albumen! 





Smart candy makers do. 


This choice product whips up into moun- b3 
tains of feathery lightness . . . goes farther. . . = AS ARN 
\\ 
. NO 
Qyiis Woe ses 


Nias PSE 


retains the bland flavor of carefully selected 
fresh whites . . . Swift's patented process 
insures fine quality . . . yet is so easy and 


economical to use. 


@ For your supply, keep in touch with your Swift Salesman. 
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“Paris, portray 

alertness and s' 
of the ancient 
dess of the Moon. 


” 
-. 


Today's goddesses for 
whom we make mod- 
ern Ambrosia, are 
those young women 
who consume startling 
quantities of the 

smooth, smackin’ 
good Ambrosia 


JOHN T. BOND & SON 
Invite You to Visit Their NEW OFFICES 
Brokers of the Pacific Coast... 
Resident Men in Wash., Ore., N. & S. Calif. 


JOHN T. BOND & SON 


630 SOUTH WILTON PLACE, LOS ANGELES 
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per cent. Average value per pound increased from 
23.0 to 25.5 cents. In the year-to-date comparison, 
there was a 9 per cent decrease in poundage and 
a 4 per cent decline in the sales value. 

Sales of manufacturer-retailers and manufactur- 
ers of chocolate products competitive with confec- 
tionery increased 7 and 9 per cent respectively, 
compared with May, 1945, while “other manufac- 
turers” registered a decrease of 12 per cent. A 
comparison of May with April revealed an increase 


LEONARD D. GRIFFITHS is 
appointed vice-president for 
Fanny Farmer Candy Shops. 
Inc., announces President 
John D. Hayes. Mr. Griffiths 
is in charge of Fanny Farmer 
operations in the New York 
district. The firm is also build- 
ing a new modern studio in 
The Bronx, Mr. Hayes says. 





of 4 per cent for manufacturers of chocolate pro- 
ducts competitive with confectionery and decreases 
of 21 per cent for manufacturer-retailers and 12 
per cent for “other manufacturers’. For the first 
5 months of 1946, manufacturers of chocolate pro- 
ducts competitive with confectionery recorded an 
8 per cent gain in dollar sales volume over the cor- 
responding period of last year, whereas manu- 
facturer-retailers showed a decline of 5 per cent 
and “other manufacturers’, a decline of 8 per cent. 

Area comparisons of dollar sales this month with 
May, 1945, revealed increases, on one hand, rang- 
ing from 3 per cent in the Georgia-Florida and 
Virginia-West Virginia-North Carolina areas to 
19 per cent for Minnesota-North Dakota-South 
Dakota-Nebraska; and decreases, on the other, 
from 3 per cent in the Wisconsin-Michigan area 
to 29 per cent for New Jersey-Maryland-District 
of Columbia. Sales in Massachusetts were vir- 
tually unchanged. 

In the month-to-month comparison, May with 
April, only two areas registered increased dollar 
sales: Pennsylvania gained 2 per cent and the 
Washington-Oregon area 1 per cent. Other areas 
recorded declines ranging from 2 to 22 per cent. 
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Try our ready-to-dip fruit centers. Two styles. 
LIGHT MIX—+elected light fruits for a delicious light center. 
DARK MIX—Includes greater assortment for variety and 


These machine-made ball centers are a blend of selected, honey- 
dipped mixed fruits that come to you lightly starched and ready to 


Order a trial shipment from this ad at 29c per pound, F.O.B. Minne- 


624 Third Avenue North 
CAYOL FOODS winneapotis 3, MINNESOTA 


SUGAR WORRIES? 


flavor. 


or write for details. 
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For the year-to-date, both the Georgia-Florida 
and the Iowa-Missouri areas registered increases 
of 15 per cent over the corresponding period of 
1945 while the New Jersey-Maryland-District of 
Columbia area declined 39 per cent and Pennsyl- 
vania 25 per cent. 


@ Manufacturers, wholesalers, retailers, and all 
others required to keep records under price control 
regulations must preserve those records until July 
1, 1947, says Rae E, Walters, regional OPA ad- 
ministrator, Chicago. 


®@ William E, Mutz, Clinton, Iowa, candy jobber, 
died recently of injuries received when struck by 
an automobile. Mr. Mutz was 79. 


® William Henry Fray, Jr., died recently in his 
home in Roanoke, Va. Mr. Fray was a sales rep- 
resentative of National Candy Company’s Con- 
solidated Factories of St. Louis. 


@ Dewitt P .Henry, manufacturing confectioner 
of Philadelphia and a past NCA president, died 
recently in Ocean City, N. J. Mr. Henry was 64. 


@ Henry Nemrow, Boston confectionery distri- 
butor, died recently after an illness of several 
weeks. 

e A. J. Denman, manager of the American Crystal 
Sugar Co., and for over 15 years a member of 
the Grand Island, Neb., board of education, died 
recently after a long illness. In 1939 the American 
Legion gave him its award as the city’s most dis- 
tinguished citizen. He was 65. 
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if it’s Flavors— 


its De Qu 


For Complete Flavor Service! 


New booklet of P & S products — 
contains many helpful hints on how 
you can get the most from your 
flavors and extracts! ' 
If you want special advice to help 
you solve your flavor problems, 
S Research Laboratories will ~ 
develop a flavor to meet your own — : 
_ specific requirements for taste and ~~ 
‘cost limitations — without any charge 
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POLAK & SCHWARZ, INC, 


Dept. M-8 
667 Washington Street - New York 14, N.Y. 
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The Automatic 
Hard Candy Machine 
Model E 


For producing all hard candies of 
spherical shape. 








Balls 
Kisses 
Barrels 
Eggs 
Olives, etc. 
One operator spins direct to machine. 
Capacities 3000 to 10,000 pounds. 


Our Model E incorporates all the 
developments of previous experience 


A Ten to One Favorite. 


John Werner & Sons, Inc. 


ROCHESTER 13, N. Y. 
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PURE, UNMISTAKEABLE, 
TRUE COFFEE FLAVOR 


(Dry Form or Extract) 


Pure coffee flavoring is our specialty. 
We have a pure coffee flavor for every 
product, whether it’s made hot or cold. 
Non-fermentable liquid extracts in any 
strength, dry instant pure coffee solids 
of rarest quality, the kind that won't 
cook out. Ask your jobber or write us. 


BAKER IMPORTING CO. 


NEW YORK: 30 Church St. MINNEAPOLIS: 212 N. Second St. 


INSTANT 
100% PURE 


ANOTHER FINE PRODUCT OF HYGRADE FOOD PRODUCTS CORP. 









VANILLA 














for better 





@ Prezanilla gives candy a balanced and lasting 
flavor. One gallon is the equivalent of 23 gallons 
of standard strength vanilla — but of superlative 
flavor value, Prezanilla may be used in flavoring 
any food product wherever pure vanilla is required. 
Economy and satisfaction guaranteed. Sample 
and prices sent on request. 


PRESTIGE PRODUCTS COMPANY 


261 FIFTH AVENUE - NEW YORK 16, N.Y, 











| 








FLAVOR — 





SUPPLY FIELD NEWS 





e A. E. Staley Manufacturing Co., Decatur, IIl., 
announces William W. Starks, Jr., as assistant 
manager of its industrial sales division. He suc- 
ceeds Russell E. Baer, who is resigning to enter 
private business in Jamestown, N. Y. Mr. Starks 
has been with Staley since 1930. 


@ The Marco Co., Inc., Wilmington, Del., an- 
nounces a new pump for use with continuous 
freezer. The pump will maintain volumetric ef- 
ficiency longer against wear caused by sugar, 
chocolate, and other solids in ice cream mix, it is 
said, and is designed to meet sanitary health law 


requirements. 


H. W. McMILLEN is named 
director of sales for Central 
Soya Co., Inc., and all its 
divisions, President R. H. 
Fletcher announces. Mr. Mc- 
Millen is also vice-president 
and a member of the board 
of directors. J. R. Turner is 
appointed manager of the 
products division to replace 
Mr. McMillen. 





@ C. A. Swanson & Sons, Inc., Omaha, Neb., an- 
nounces appointment of Crawford Pollock as sales 
promotion manager. Mr. Pollock was with the 
cellophane division of E. I. du Pont de Nemours 
and Co., Inc., for the last 15 years. 


@® American Dry Milk Institute, Inc., Chicago, 
announces presentation of the C. E. Gray award 
to Dr. E. C. Thompson, The Borden Company, 
New York, and his two co-workers. Dr. Arnold H. 


Johnson, Sealtest laboratories, Baltimore, Md., and 


Martin M. Kloser, Bowman Dairy Co., Chicago. 
Award was made for “achievement in research, 
the development of standards for production and 
packaging of dry milks, and in general industry 
and public welfare.” 





STYLE NO. | 
AVAILABLE IN ALL SIZES 








“Seamless” 


Copper Candy Kettles 


We specialize in the manufacture 
and repair of all types of copper 
steam jacket and open fire kettles. 


A. Berry Coprer Works 


Master Coppersmiths 
249 W. Broadway, New York 13, N. Y. 


Telephone: CAnal 6-4427 
ESTABLISHED 1907 
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@ The National Chemical Exposition, Chicago 
Coliseum, Chicago, September 10-14. Semi-annual 
meeting September 9-13. 


@ National Safety Congress and Exposition, Ste- 
vens Hotel, Chicago, October 7-11. 


® Direct Mail Advertising Association, annual con- 
vention, Chicago, Oct. 17-18. 


@ Fourth All-Industry Refrigeration and Air Con- 
ditioning Exposition, Public Auditorium, Cleve- 
land, October 29-November 1. 


® First National Food Exposition, Grand Central 
Palace, New York. Opens October 28. 


@ American Oil Chemists’ Society 20th annual 
fall meeting, Edgewater Beach Hotel, Chicago, 
October 30-November 1. 





@ General Foods Corp., New York, announces re- 
tirement of Charles J. Callan. Norman Grant, in 
charge of war business for the firm in Washington 
during the war, succeeds him. 


@® The Borden Company Foundation, Inc., has 
awarded 10 fellowships for graduate study in so- 
cial work to the national girl scout organization, 
says Mrs. Paul Rittenhouse, national girl scout 
director. The fellowships will be granted on the 
basis of two $500 awards a year for five years. 


® Civilian allocation of edible fats and oils (in- 
cluding lard, margerine, shortening, and other oils) 
will be about 11 per cent lower in the third quarter 
than in the second quarter of 1946, the U.S. Dept. 
of Agriculture reports. Seasonal production de- 
clines are given as reason. Civilian allocations of 
inedible fats and oils will be about the same as in 
the second quarter. 


@ Stoneman Associates, Inc., Chicago, has obtain- 
ed another building on Grand Avenue as part of its 
expansion program, announces Dr. W. E. S. Stone- 
man, president. 


SUPERB EXCELLENT 
FLAVORS COLORS 


WE MANUFACTURE A COMPLETE LINE 
FOR THE CONFECTIONERY INDUSTRY. 


James B. Long & Co. 


4642 N. RAVENSWOOD AVE. 415 GREENWICH ST. 
CHICAGO 40 NEW YORK 13 
ILLINOIS : NEW YORK 





for August, 1946 








Home of 


“The Candy Cooling People” 


makers of 
Economy Belturns, Lustr-Koold Chocolate Cool- 
ing Conveyors and Tunnels, Packing Tables, 
Air Conditioners, Room Coolers, Dehumidifiers, 
and other “Economy” Equipment for Confec- 
tionery and Biscuit Manufacturers. 


We design to suit your requirements. 


Contact us for: 
1. Design only 
2. Design and Fabrication 
3. Design, Fabrication, and Installation 


ECONOMY EQUIPMENT COMPANY 


Branch Office Main Office & Plant 
152 West 42nd Street 919 West 49th Place 
New York 18, N. Y. Chicago 9, Illinois 

Wisconsin 7-5649 Boulevard 4300 














WE CAN BLEND A 


of Leokeed Fa - 


FOR YOUR INDIVIDUAL NEEDS 


The Hooton Chocolate Company has 
the experienced personnel, the ability, 
and the facilities to create for you a 
chocolate that will measure up to your 
requirements for flavor, body and 
color. Quality since !897. 


Ice Cream - Confectionery - Baking 
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YOUR 
CANDY’'S 
SWEETNESS 


..- comes from the 
sun, rain and clean 
earth. In the magic- 
like process from corn seed to Pen- 
ford Syrup, man’s skill and care 
never slacks. You can be confident 
in the purity and consistent quality 
of Penford Corn Syrup—made in the 
great P & F factories at Cedar 
Rapids. 


“Member of the Association of Manufacturers 
of Confectionery & Chocolate” 











PENICK & FORD 








Solve Your Butter Problems 
By 

Eliminating Butter Rancidity 

Eliminating Butter Supply & Storage 

Eliminating Butter Refrigeration 


Eliminating High Butter Cost 
With 


BUFLACON 


The Butter Flavor Concentrate 
Made entirely of pure Cow's Milk, Sterile and cannot 
turn Rancid—Stable and Always Uniform 
Cannot Cook Out. 
Non-Alcoholic. Write for Literature & Low Prices 


National Food Products 
8 SO. DEARBORN ST. . CHICAGO 3, ILLINOIS 








® Curtiss Candy Co., Chicago, recently honored 21 
employees with 25 or more years’ service at a din- 
ner at which each was presented a watch and a spe- 
cial commemorative pin. All members of the “25 
Year Group” are also given an extra two weeks’ va- 
cation, says Otto Schnering, Curtiss president. 
Those who are eligible and over 50 years of age 
receive six weeks’ vacation with pay. 

“The first man and woman I ever employed in 
our factory are still with the company,” he adds. 
“The first two members of our sales organization 
are still with us.” 


e@ j. B. Hillary, director of Bramigk & Co., Ltd., 
London, will visit American chocolate and candy 
manufacturers to study machinery development. 
Mr. Hillary plans to spend five or six weeks in this 
country, starting in October. He served in both 
World War I and World War II and left service as 
a brigadier general recently. He was one of the 
last officers to be evacuated from Dunkirk. 


@ E. I. du Pont de Nemours & Co., Inc., Wilming- 
ton, Del., was owned by 87,732 holders of common 
and preferred stock as of June 30, the firm reports. 
Every state is represented among stockholders. 
About 37,000 are women. 

@ Felton Chemical Co., Inc., Brooklyn, is distribut- 
ing a new catalog of flavors and flavor raw ma- 
terials. Flavors are listed according to use by var- 
ious industries and again subdivided into product 
classifications for each industry. Copies are avail- 
able on request. 

® Dama Company plans to be in full production 
by September 1 in its new Paramus, N. J. plant, 
Rose and Albert Mittelstadt, owners, announce. 
Dama will pioneer with a white chocolate. Anti- 
germ lamps guard the plant entrance and ultra 
violet ray installations are employed in produc- 
tion. Original production rate is gauged at 20,000 
chocolate bars daily. 

@ U. S. and Cuban officials have announced com- 
plete agreement for sale and purchase of 1946 and 
1947 Cuban sugar crops, it is reported. Base price 
is 3.675 cents a pound f.o.b. Cuba for the 1946 
crop and is subject to an escalator clause based on 
U. S. Dept. of Labor index for retail food prices. 
The 1947 price is based on the highest price paid 
during 1946, and is also tied in with the escalator 
clause, This clause, in the opinion of B. W. Dyer 
& Co., New York, will raise refined sugar prices in 
1946 whether OPA is revived or not. Extent of 
boost or boosts depends upon whether or not price 
control is revived, firm says. 





TRUTASTE FLAVORS 





= These IMITATIONS RIVAL NATURE'S 


Full-Bodied, Rih GRAPE 
Luscious STRAWBERRY 
Tantalizing RASPBERRY 


Zestful, Tangy CHERRY 





NEUMANN - BUSLEE & WOLFE 


224-230 W. HURON ST. 
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CONFECTIONERY BROKERS 








New England States 


South Atlantic States 


East No. Central States (contd.) 





JESSE C. LESSE 

Candy and Allied Lines 

Office and Sales Room 
248 Boylston Street 
BOSTON 1 


e re 





SALES DEVELOPMENT CO. 
(M. F. Libman) 
114 State St.—Phone: LAF 7124 
CHUSETTS 


BOSTON 39, 
Terr: Goreng New England over 22 yrs.— 
ccounts Solicited 





Middle Atlantic States 





S. P. ANTHONY 
Manufacturers’ Representatives 
P. O. Box 1355—Phone 2-8469 
READING, PENNSYLV. 
Terr: Pa., Md., Dela., Washington, D. C. 





ARTHUR M. CROW & CO. 
407 Commonwealth Annex Bldg. 
ITTSBURGH 22, 
Cover conf. & groc. jobbers, chains, 
dept. stores, food distrs. W. Pa., W. 
Va., & E. Ohio. 








FACTORY SALES COMPANY 


Broad Street Bank Building 
TRENTO JERSEY 


, NEW 
Specialists in Specialties 
Terr.: N. J., Pa., Dela., Md., & 
Washington, D. C. 


M. GRUNBERG 
1911 Derry St., Phone 6-0978 
HARRISBURG, PENNA. 
Territory: Penna., Md., Dela., D. C. 








CANDY ED KITCHEN 
Phones: Hazleton 306R1, 2173] 
LATTIMER MINES, PENNSYLVANIA 
Over 20 yrs. serving upstate N. Y. & Pa. Job- 
bers, Chains, Dept. Stores, Vending & Food 
Distrs. 





LETERMAN-GLASS 
Rockefeller Plaza—Phone CO-5-4688 
NEW YORK 20, ¥. 


Terr.: the entire U. S. 





FRANKLIN RAY 
1419 W. Allegheny Ave. 
PHILADELPHIA 32, PENNSYLVANIA 
Terr.: Pennsylvania and W. Virginia 
Active coverage every six weeks. 





H. V. SCHECHTER SALES 


ASSOCIATES 
MU 3-8847—220 Fifth Ave. 
NEW YORK 1, N. Y. 
Candy and Allied Items 
Terr.: Metropolitan New York 





HERBERT W. SMITH 
109-17 110th St.—Virginia 3-8847 
OZONE PARK 16, NEW YORK 


Terr: New York State 





SAUL STEIN ASSOCIATES 
Importers & Distributors of Fine Confections 
401 Broadway—Phone WOrth 4-7344 
NEW YORK 13, N. Y. 

Terr: Entire United States. 





UNIVERSAL SALES SERVICE 
ASSOCIATES, INC. 


120 East 4lst St.—-MUrryHill 3-1835 
NEW YORK 17, NEW YORK 
Terr.: Nat'l or Local Representation 





IRVING S. ZAMORE 
2608 Belmar Place 
SWISSVALE, PITTSBURGH 18, PA. 

ears Experience 
Territory: Pa. & W. Va. 


for August, 1946 





CHARLES R. ALLEN 
P. O. Box 286—Phone 3-3641-42 
iN 3, SO. CAROLINA 
Branches: Savannah, Ga.; Atlanta, Ga.; Jack- 
sonville, Fla., and Charlotte, N. C.—Covering 
Southeastern terr. 





RO, N. C. 
Territory: North Carolina 


W. H. CARMAN 


Manufacturers’ Representatives 
3508 Copley Road 
BALTIMORE 15, MARYLAND 
Terr: Maryland; Wash., D. C. 


JOHN L. COURSEY, JR. & CO. 
Comtoationesy & Specialty Items 
. Box 444—Phone 1355 
HICKORY, — reac 
Terr.: Va., - 


HERBERT W. GLASaDAN & CO. 
Manufacturers’ Representatives 
Located in the Hub of the South 
Offices and Display Rooms 
517-20 Peters Bldg.—Phone: Jackson 6596 
ATLANTA 3, GEORGIA 
Terr.: S. aa a “= Ala., Tenn., 


WM. E. HARRELSON 
Manufacturers’ Representative 
5308 Tuckahoe Ave.—Phone 44280 
RICHMOND 21 VIRGINIA 
Terr.: W. Va., Va., N. & S. Caro. 


HUBERT BROKERAGE COMPANY 
Candy and Allied Lines 
72 Spring St., S. W. 
“Across St. from Terminal Sta.” 
ATLANTA 3, GEORGIA 
Terr.: Ga., Fla., & Ala., for 18 yrs. 


MARVIN V. HULING 
Candies—Food Products—Specialties 
P. O. Box 2272 
HICKORY, NORTH CAROLINA 
Terr.: No. & So. Caro., Ga. & Va. areas 
MUNN FOOD PRODUCTS 
Candy Brokers 
Manufacturers of Sandwiches 


Telephone: 3751 
CHERAW, SOUTH CAROLINA 


POSTON & JOHNSON 
335 Burgiss Building 
JACKSONVILLE 2, FLORIDA 
Confections & Allied Lines 
Terr.: Ga., Fla., & Ala. 


ROY E. RANDALL 
Manufacturer’s Agent 
P. O. Box 605—Phone 7590 
COLUMBIA, SO. CAROLINA 
Terr.: N. & S. Carolina. Over 25 yrs. in area 


H. H. SMITH 
Box No. 1202 
HUNTINGTON 14, WEST VA. 
Candy, Marbles, School Tablets, Wax Pa- 
pers, Stationery, Napkins 
Terr.: W. Va. & Eastern Ky. 


W. M. (BILL) WALLACE 
Candy and Specialty Items 
P. O. Box 472—111 Blair Bldg. 
DECATUR, GEORGIA 
Terr.: Ga. & Fla.—Work every town. 






































East No. Central States 





A. K. ACKERMAN COMPANY 
Established 1896 Food and Candy Brokers 
353-55 Leader Building 

14, OHIO 
Terr.: Cleveland-Northeastern Ohio 
Want 5 lb. box lines for Holiday, Easter Trade 


EDWARD A. (CANDY) BARZ 
Manufacturers’ Representative 
we & Expediter 
P. O. Box 395 
LA PORTE, INDIANA 








H. K. BEALL & CO. 
201 N. Wells St.—Phones RANdolph 1618-1628 
ICA 6, ILLINO: 
Territory: Illinois, Indiana, Wisconsin 
25 years in the Candy Business 


CHARLES R. COX 


1428 Erie Blvd. 
SAND 





- ° 
Territory: Ohio, Michigan, and Indiana 


ROGER ETTLINGER 
Phone UNiversity 2-6737 
18300 Pennington Avenue 
DETROIT 21, MICHIGAN 
Terr.: Entire state of Michigan 


M. H. GALFIELD COMPANY 
225 E. Detroit St. 
MILWAUKEE 2, WISCONSIN 
Terr.: Wis., upper Mich. & N., Ill. 
(Only reliable accounts solicited) 


GLAZ BROS. 


Confectionery & Food Products 
PEORIA, ILL.—SP 











RING ’ 
Serving Central Ill. 39 years. 


WALTER M. GREESON CO. 
101 Smith Street 
FLINT 3, MICHIGAN 
“We Are At Your Service Always— 
And All Ways” 
Terr.: Michigan. Estab. Since 1932 


BERNARD B. HIRSCH 
229 E. Wisconsin Ave. 
MILWAUKEE 2, WISCONSIN 
Terr.: Wis., Ia., Ill. (excluding Chicago) 
Mich. (Upper Penn.) 


DONALD A. IKELER 
2029 E. Main Street 
. MICH. 
Territory: Michigan 


JOS. H. KENWORTH 
850 Lake Shore Drive—Phone: Whitehall 4850 
CHICAGO 11, ILL. 
Territory: Chicago, Milwaukee, Minneapolis, 
St. Louis, Detroit. 25 years in territory. 


HARRY KISSINGER 
Candy—Novelties—Specialties 
3846 McCormick Ave.—Phone Brookfield 9691 
HOLLYWOOD, ILLINOIS 
Terr.: Ohio, Mich, & Ind. 


HARRY LYNN 
Candy Manufacturers’ Representative 
HICAGO 15, ° 
Terr.: Chicago, Milwaukee, IIl., Ind., S. Wis. 


G. W. McDERMOTT 
100 North Raymond St.—Phone 382 
MARINETTE, WISCONSIN 
Terr.: Wisc. & Upper Mich.—covered every 
five weeks 


WM. C. MITHOEFER 
6210 Tyne Avenue 
CINCINNATI 13, OHIO 
Candy, Tobacco, Novelties, Specialties, 
Imported. We will purchase or finance 
your entire production. 


J. W. NELSON 


247 Highland Ave.—Phone 3737-] 
ELMHURST INOIS 





























Terr.: All of IIL, Wisc., Upper Mich., for 20 
yrs. making regular trips. 


OWEN BROKERAGE COMPANY 
Non-competitive lines only 
P. O. Box No. 463—Phone 355W 
RICHLAND CENTER, WISC. 
Terr.: Wisconsin & S. Minnesota 


PEIFFER FOOD PRODUCTS CO. 


Imported and Domestic Candies 
104 So. Mich. Ave.—Phones: State 3531-32 
CHICAGO 3, ILL. 


ARTHUR H. SCHMIDT CO. 


§24 Rockefeller Building 
CLEVELAND 13, OHIO 











‘Terr.: Ohio. Member Nat'l. Conf. Salesmen 
Ass'n. Buckeye Candy Club 


page 73 
























































































CONFECTIONERY BROKERS 











East No. Central States {contd.) 





West No. Central States {(Contd.) 


Mountain States {Contd.) 





SOMMER & WALLER 
Manufacturers’ Representatives 
8336 Maryland Ave.—Vin. 7174 
CHICAGO 19, ILL. 
Serving Metropolitan Chicago 
Sales Area for 25 Years 


WARREN A. STOWELL 
& ASSOCIATE 


Phone TRiangle 1265 
7943 So. Marshfield Ave. 
CHICAGO 20. ILLINOIS 
Chicago, Greater Chicago radius incl. 
Milwaukee, Wis. 


C. H. THOMPSON 
1421 Sigsbee St., S.E. 
GRAND RAPIDS 6, MICHIGAN 
Territory: Michigan only 


WAHL BROKERAGE 
Manufacturers’ Representatives 
13 N. Cramer St. 
MILWAUKEE 11, WISCONSIN 
Mich., Ind., Ill., Wis., part of Iowa 
and Minn. 


WALTERS & COMPANY 


Complete Brokerage Service 
31 East George Street 
INDIANAPOLIS 4, INDIANA 





Terr.: 








Terr.: 








East So. Central States 





LEON K. HERZ 
1290 agg Ave., Emerson 7309 
5, 


ST. PA MINN. 
Eastern N. Dak., Minn., Western Wis. 


HUTCHINS BROKERAGE Co. 
218 Third Ave., N. 

MINNEAPOLIS 1, MINN. 

Terr.: Minneapolis and Adj. 


HYDE BROS. 

Candy Specialists 
P. ©. Box 306, LINCOLN, NEBR. 
P. O. Box 1852, WICHITA, KANS. 
Covering Missouri Valley over 30 yrs. 


O. W. TAYLOR BROKERAGE Co. 
(Resident Salesman in Colorado Springs) 
McGREGOR, IOWA 

Minn., Wisc., Nebr., Colo. 


Terr.: 





Terr. 





Terr.: 





Terr: Ia., Kans., 


CAMERON SALES COMPANY 


5701 E. 6th Ave.—Phone: Dexter 0881 
DENVER 7, COLORADO 
Colo., Idaho, Utah 


Terr: Wyo., Mont., 


and N. M. 





ELGGREN BROTHERS & CO. 
Established 1906 
P. O. Box 105—520 W. 2nd, So. 
SALT LAKE CITY 8, UTAH 
Complete coverage all jobbing trade Utah, 
Ida., Mont., W. Wyo., E. Nev. 


T. J. LANPHIER COMPANY 
Confectionery and Food Products 
BILLINGS GREAT FALLS 





(General Office) 
Territory: Montana & Northern Wyoming 
Established 1907 





N. VAN BRAMER SALES CO. 
3844 Huntington Ave. 
INNEAPOLIS 16, M TA 
Territory: Minn., N. Dak., S. Dak., Ia., 
Coverage every six weeks. 
Resident salesman in Omaha, Nebr. 


J. A. YOUNGDOFF 


Specializing in conf. items adapted chain & 
volume buyers. 
1106 East 33rd Street 
SAS CITY 3, MISSOURI 


Neb. 








FELIX D. BRIGHT 
Representative of Manufacturing Confectioners 
Phone 8-4097—P. O. Box 177 
A-Three Sterling Court 
NASHVILLE TENN. 


Terr.: Ky., Tenn., Ala. 


CLAXTON BROTHERS 


Located in the center of the South 
Merchandise Brokers Bldg. 
MEMP: 





Reg. & thoro coverage of Tenn., 


Ack., La.. 
Miss., 


and Ala. for over 25 years. 


J. L. FARRINGER 


1900 Cedar Lane, Phone 8-8470 
NASHVILLE 4, TENNESSEE 





Established 1924 
Terr.: Tenn., Ky., & W. Va. 


KENTUCKY BROKERAGE Co. 
271 South Hanover Ave. 
LEXINGTON, CKY 

Special Sales Agents in candies, chewing gum 
and allied lines. Banking references. 
Terr.: Ky., E. Tenn., part of Va. and W. Va. 


TUCKER BROKERAGE COMPANY 


P.O. Box 193, Crosstown Sta.—Phone 4-0175 
MEMPHIS 4, TENNESS: 
Conf. Mfgrs. Agent in Ark., Miss., 











West No. Central States 


GEORGE BRYAN 
BROKERAGE Co. 


410 Walnut Bldg. 
DES MOINES 9, IOWA 
Consistent and thorough coverage of whole- 
sale candy and tobacco, wholesale grocery, 
chain store trade in central, eastern Iowa. 


ELMER J. EDWARDS 


Candy Broker 
3933 Elliot Ave., So.—Phone Colfax 9452 
MINNEAPO MINN. 


Minn., N. & S. Dak.—Special attention 


given to Twin City trade. 
A. E. ERICKSON 
334 North First Street 
OLIS 1, 


TA 
Terr.: Minn., N. D., S. D., W. Wis. 
With Ludens, Inc. for 15 yrs. in same terr. 


GRIFFITHS SALES COMPANY 


707 Clark Ave.—Phone GA. 4979 
SAINT LOUIS URI 








Terr: 








We specialize in candy and novelties. 
Terr.: Mo., Ill., and Kan. 
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La., & Ala. 








Terr.: Mo. except St. Louis, Ia., Nebr., Kan., 
Okla., Ark. 
West So. Central States 





H. L. BLACKWELL COMPANY 
Emery Way at Sunset Drive 
EL P. AS 


Phone: Main 8253 
Tex., N. Mex., and Ariz. 


J. J. BOND & COMPANY 
1840 Hill Crest—Phone 7-1800 
FORT WORTH 7, TEXAS 
Territory: Texas, Okla., & N. M. 


Terr.: 











J. M. RANKIN COMPANY 

P. O. Box 426—Spruce 2912 
DENVER 1, COLORADO 

Colo., Wyo., Black Hills of S. Dak., 

Northern N. Mex., W. Nebr. 


Terr.: 
Western Kans., 


GEORGE L. TRACY CO. 
509 Metals Bank Building 
BUTTE, MONTANA 
409 Stapleton Building 
BILLINGS, MONTANA 
(Headquarters Great Falls) 
Regular coverage of N. Wyo. & Montana 


GEORGE L. TRACY CO. 
813-814 First National Bank Building 
GREAT FALLS, MONTANA 
(Headquarters) 

(Also offices in Butte and Billings) 
Concentrated coverage Mont. & N. Wyo. 


HARRY YOUNGMAN BROKER- 
AGE COMPANY 


2145 Blake Street 
DENVER 5, COLORADO 
Territory: Colo., Wyo., Utah, Idaho, Mont. 














S. D. CARTER COMPANY 


Merchandise Brokers 
SHREVEPORT, LA. 
: La., Ark., & E. Texas. 


D. J. DUNCAN & SON 


Confectionery and Sundry Lines 
336 Hanover Street 





D. . TEXAS 
Terr.: Texas and Oklahoma 


EASON BROKERAGE COMPANY 
Banking & Trade Reference 
P. O. Box 1872—Phone Britton 583 
OKLAHOMA CITY 1, OKLAHOMA 
Terr.: N. M., So. Kansas, Panhandle Tex. 


JACK NICHOLS, JR. 
Candies-Confections 

Logan 6-1608, Justin 8-5842 
6046 Waggoner St. 
DALLAS 5, TEXAS 


Terr.: Texas and Louisiana 


W. S. STOKES 
Broker & Agent 
BATESVILLE, 
Candy - Novelties - 
Terr.: 








Phones: 





Specialties 
Arkansas—<Accounts solicited. 





Mountain States 


Pacific States 
ACE CANDY SALES CO. 


(Div. of Western Food Products Co.) 
a+ & So. Rexford Drive 
Y HILLS, CALIFORNIA 
Solicit accounts for So. Calif. 


GENE ALCORN & CO. 
1340 E. 6th Street 
LOS ANGELES 21, CALIFORNIA 
383 Brannan Street 
SAN FRANCISCO 7, CALIF. 
Territory: State of California 


BELL SALES COMPANY 
100 Howard Street 
SAN FRANCISCO 5, CALIFORNIA 
Candy & Food Specialties 
Terr.: Calif., Reno, Nev., Hawaiian Islands 


JOHN T. BOND & SON 
637 S. Wilton Place—Phone: Federal 6028 
LOS ANGELES, CALIF. 
Territory Pacific Coast 
Our 25th Year in Candy and Food Field 


THE GOULEY BURCHAM CO. 
1848 E. Vernon Avenue 
LOS ANGELES 11, CALIFORNIA 

















Terr: S. Calif.,Ariz., N. Mex., W. Tex., 
Offices: L.A., Phoenix, Tucson, El Paso, 
Albuquerque. 





E. G. ALDEN & COMPANY 
Box 5014 Term. Sta.—Phone Lakewood 599W 
17, COLORADO 
John Alden traveling—Colo., Wyo., Mont., 
and Neb. 


REILLY ATKINSON & CO.., INC. 

Confectionery & Food Products 

SALT LAKE CITY.U.—BOISE, IDA. 

U. & Ida., with contiguous sections of 
adjoining states. 





Terr: 








CARTER & CARTER 


Confectionery Mfr's. Agents. Established 
with Industry since 1901. 
91 Connecticut St.—Phone: Main 7852 
SEATTLE, WASHINGTON 
Terr: Wash., Ore., Utah, Ida.,/Mont., Nev., Wyo. 


THE EDWARD M. CERF CO. 
740-750 Post Street 
SAN FRANCISCO 9, CALIF. 
Specializing in candy and allied lines; 
Unexceptionable banking, other references. 
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CONFECTIONERY BROKERS 








Pacific States (Contd.) 
MALCOLM S. CLARK CO. 


332 Virginia Ave. 
SAN FRANCISCO 10, CAL. 





TLAND, OREGON 
P. O. Box No. 176, Phoenix, Arizona 


J, RAY FRY & ASSOCIATES 


420 Market St.—Phone Garfield 7690 
SAN FRANCISCO, CALIF. 


Terr.: Calif., Ore., Wash., Mont., Ida., 
Utah Wyo., Nev., Ariz. 


CHARLES HANSHER 
416 West + Street 
LOS ANGELES 14, CALIFO! 
Personal contacts with aden jobbers, syndi- 
cates & dept. stores throughout Calif. 














HARTLEY SALES COMPANY 


GEORGE W. HARTLEY 
742 S. W. View. Avenue—Phone: ATwater 5800 


Territory: Oregon, Washington & Idaho 


KESSLER BROTHERS 
Garfield 7354—Phones—YUkon 1095 
709 pioies Ye 
SAN FRANCISCO 3, CALIF. 
Terr: 11 Western States, ,AA, Navy, me ye 
Wholesale, Jobbing, Retail. Offices: S. ae 
Portland, Honolulu 








I. LIBERMAN 
Manufacturers’ Representative 
1705 Belmont Avenue 
SEATTLE 22, WASHINGTON 
Terr.: Wash., Ore., Mont., Ida., Utah, Wyo. 


RALPH L. MUTZ COMPANY 
Ralph and Jim Mutz 
608—1éth St. 

12, CALIF. 
Concentrating on Northern Calif. 


HARRY N. NELSON CO. 


112 Market Street 
SAN FRANCISCO 11, CALIF. 
Established 1906. Sell Wholesale Trade Only. 
Terr.: Eleven Western States 


JACK SINGER & COMPANY 


1680 No. Sycamore Avenue 











. C RNIA 
Solicit Accounts for Cal., Ore. & Wash. 
Specialty work in above territory. 





GEORGE R. STEVENSON CO. 
302 Terminal Sales Building 
SEA’ . WASH. 
Territory: Wash., Ore., Ida., Mont. 
Over 20 years in this area. 


L. J. THOMPSON 


Terminal Sales Building 
ASH. 





Terr.: Ore., Wash., Ww. Idaho 





ROBERT E. THYR COMPANY 
Confectionery & Allied Lines 
200 Davis St.—Phone Douglas 8590 
FRANCISCO 11, CALIFORNIA 
Terr.: Calif., Nev., & Hawaiian Islands 


JERRY W. TURMELL COMPANY 


4127 Crisp Canyon Rd.—State 44713 
SHERMAN O. . CALIFORNIA 





(20 minutes from Los Angeles) : 
Terr.: Calif., Associates at Hawaii, Philippines 
and China. Established since 1932. 


RALPH W. UNGER 
923 East 3rd Street—Phone: Trinity 8282 
LOS ANGELES, CALIFORNIA 
Terr.: Calif., Ariz., N. Mex., West. Tex., Nev. 


S. E. WAGER & COMPANY 
(For California coverage) 
166 So. Central Ave. 
LOS ANGELES 12, CALIFORNIA 


ROGER S. WATSON CO. 
Phone: AXminster 1-2810 
5610 S. Western Ave. & 1205 N. Highland 
LOS ANGELES 38, CALIF. 
Terr.: Calif. Another line required. Non 
competitive with present lines. 


WITTENBERG-ROSS 
24 California St.—Phone: Exbrook 7973 
SAN FRANCISCO 11, CALIFO 
315 West Ninth St—Phone: Trinity 7159 
LOS ANGELES 15, CALIFO) 
Terr.: Calif., Ore., Wash., Hawaii & Export 
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HELP WANTED 


All around candy maker special- 
izing in hard goods. Good pay 
with a future. Address G-746l, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, IIl. 
Wanted—Young man or woman 
with high quality candy mak- 
ing experience. Great opportun- 
ity for someone with an eye to 
the future. Apply in writing to 
Sidenberg. 1529 10th St., South 
Fargo, N.. Dak. 


Chocolate - Working Foreman. 

Must have complete knowl- 
edge from the cocoa bean up. 
Excellent opportunity. Write full 
details Just Born, Inc., Bethle- 
hem, Pa. 


Wanted: First Class superinten- 

dent experienced in production 
hard candies, chocolate coated 
candies, creams, fudge, caramels, 
marshmallow, fruit jellies and 
nougat for established, well fi- 
nanced organization in Puerto 
Rico. Must be competent to se- 
lect and aid in installation of 
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equipment. Plant now manufac- 
turing hard candy and several 
chocolate coated lines. Perma- 
nent position. Please furnish ex- 
perience record and when avail- 
able. Address H-8465, c/o The 
Manufacturing Confectioner, 400 
W. Madison St., Chicago 6, III. 





PRODUCTION MANAGER 


Old and highly regarded manufacturer 
of fine packaged chocolates wants produc- 
tion manager. Man must be thoroughly 
experienced in planning, scheduling and 
supervising production of high quality 
candies and package chocolates, and know 
how to purchase supplies and handle per- 
sonnel. Must be of unquestioned honesty, 
have good health, sound habits and a force- 
ful, pleasing personality, with the desire 
and ability to get along with others. Age 
range—35 to 50 years. This is an excellent 
opportunity for the right man. Give full 
particulars of previous employment and 
references as to character, experience and 
ability. State starting salary desired. Ad- 
dress H-8463, c/o The Manufacturing Con- 
fectioner, 400 W. Madison St., Chicago 6, 
I. 








complete experience. references, 
and salary expected, and tele- 
phone number. Address H-8464, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, Ill. 





MACHINERY FOR SALE 





EQUIPMENT FOR SALE— 
5-16” National Enrobers with- 
out cooling tunnels; Savage 
Marshmallow beater; 2 Day Syr- 
up Coolers; 8 foot York Batch 
Roller; 5 foot York Batch Roll- 
er; 2 National Marshmallow 
beaters; Heilman Cocoanut Bon- 
bon Machine; Brock Continuous 
cutter; 3-5 ft. B. & F beaters 
without motors; 2 Hearld Blower 
fires; 3 Fire mixers; Simplex 
Hard Candy Vacuum. All ma- 
chinery to be sold as is: Russell 
Stover Candies, 1206 Main 
Street, Kansas City, Missouri. 





Retail concern in East requires 

an experienced creative candy 
craftsman with broad experience 
and a practical imagination. Must 
be ambitious with a flair for re- 
tail merchandising. State age, 








We have 2,000 Ib., 1,200 Ib. and 
300 Ib. National Equipment re- 
melting Chocolate . Kettles. In- 
quire Robert A. Johnston Com- 
pany, 4023 W. National Avenue, 
Milwaukee 1, Wisconsin. 
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MACHINERY WANTED 
Wanted: Used Canvas Drier, any 
size, Earl H. Graff, 4600 S. Hal- 
sted St., Chicago, IIl. 

Wanted, Chocolate Melting 

Kettle, 1000 pound capacity. 
Will pay cash, F.O.B. your city. 
L. R. Stone Company, 450 S. 
LaBrea Ave., Los Angeles 36, 
Calif. 


























WANTED 


YOUR IDLE MACHINERY 


WILL BUY FROM SINGLE ITEMS 
TO COMPLETE PLANTS 





URGENTLY WANTED: Copper Coating 
Pans and Vacuum Pans; Tablet Machines; 
Dryers and Mixers; Jacketed Copper and 
Aluminum Kettles. Describe fully and 
quote prices. 


AND MONEY 





SJ". PRODUCTS COMPANY, INC. 
15-21 PARK ROW NEW YORK 7, N. Y. 





































SALES LINES WANTED 
Manufacturers’ honest, efficient 
representation. Confections and 
kindred lines. Tennessee and 
Kentucky. Twenty-five years ex- 
perience. J. Taylor Goodwin, P. 
O. Box 201, Chattanooga 1. Tenn. 


Well rated and established com- 
pany in the food industry has 
8 salesmen out in Los Angeles 
City and County selling direct to 
drug stores and grocers. We are 
in position to offer you this cov- 
erage on your lines. Correspond- 
ence invited. Address G-74612, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, III. 
Attention: Now is the time to 
get into the most lucrative 
market in the country perma- 
nently. I have excellent contacts 
with jobbers and wholesalers in 
the New York metropolitan area. 
Let me introduce your product. 
Write to J. S. Schiff, 23 Chat- 
ham Square. New York 2. N. Y. 
Candy and Allied Lines—After 
16 years with Luden’s, Inc., 
have resigned and entered brok- 
erage business. Interested in 
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RATES: Line 35¢ (Bold Face 70c); Display—Col. In., 1 time $6.00, 2 or more $5.00. 


candy and allied lines for Florida, 
Georgia, Alabama. T. H. Hubert, 
c/o Hubert Brokerage Co., P. O. 
Box 149, Atlanta 1. Ga. 
‘West Virginia’ salesman selling 
rated retailers and commissar- 
ies in coal fields. wants bulk, bar, 
boxed candy items and fountain 
supplies. 5 pound box holiday 
wrap line. Tom Gregory, Apt. 
316, 1209 Third Ave., Hunting- 
ton, W. Va. 


Pan man, first quality Jordan Al- 
monds and general line. Many 








years’ experience. Midwest or 
Coast. Attention Mr. R. Jamer- 
son. Address H-8461, c/o The 


Manufacturing Confectioner, 400 
W. Madison St., Chicago 6, III. 
Good distributor — Dun and 

Bradstreet rating. Calls on 
jobbers, chain drug stores. States 
of Pa., Dela... Md., & D. C. M. 
Grunberg, 1911 Derry St., Har- 
risburg, Pa. 


POSITION WANTED 


First Class Enrober Man familiar 

with all types of machines 
wants position. Address H-8468, 
c/o The Manufacturing Confec- 
tioner, 400 W. Madison St., Chi- 
cago 6, Ill. 


SALES HELP WANTED 


Candy Buyer - Executive: Na- 
tional chain has opening with a 
future for experienced buyer and 
merchandiser. First hand knowl- 
edge of manufacturer’s products 
essential, along with ability to 
exploit and develop new items 
in retail stores. Write immediate- 
ly stating experience, age, salary 
requirements and travel limita- 
tions, if any. This is a splendid 
opportunity for a qualified man. 
Address H-8467, c/o The Manu- 
facturing Confectioner, 400 W. 
Madison St., Chicago 6, IIl. 


Specialty Salesman now call- 

ing on the baking and confec- 
tionery trades. Excellent oppor- 
tunity for established salesman 
who consistently makes calls to 
add a good, profitable line. (Our 
salesmen know of this ad.) Write 
fully, stating lines carried and 
territory covered. Address _H- 
8466, c/o The Manufacturing 





























Confectioner, 400 W. Madison 

St.. Chicago 6, Ill. 

Large, long established Choco- 
late manufacturer desires a 

Sales Representative for the fol- 





lowing territory: Phila. and 
Eastern Penna., Southern New 


Jersey, Maryland, and Washing- 
ton, D. C. A young man from 
25 to 35 will have a splendid op- 
portunity for a permanent asso- 
ciation with an aggressive 
straight shooting organization 
selling to the Confectionery, Ice 
Cream and Baking industries. 
Attractive earnings on a com- 
mission basis. Car is essential. 
Tell us your background along 
with other helpful information 
that will be kept in strict con- 
fidence. Address H-8462, c/o The 
Manufacturing Confectioner, 400 
W. Madison St., Chicago 6, IIl. 
MISCELLANEOUS 

FACTORY WANT- 
SUGAR QUOTA NOT 
ECESSARY. LOCATION 
REFERRED METROPOLI- 
TAN NEW YORK. MUST BE 
EQUIPPED FOR GENERAL 
LINE. BOX H-869, c/o The 
Manufacturing Confectioner, 400 
West Madison Street, Chicago 6. 
Illinois. 


WE BUY & SELL 


ODD LOTS * OVER RUNS + SURPLUS 








CANDY 
ED 


N 
P 











SHEETS*ROLLS-SHREDDINGS 
Cellonkane rolls in cutter boxes 100 ff. or more 
ALSO MADE OF OTHER CELLULOSE FILM 


Wax - Glassine Bags, Sheets & Rolls 
Tying Ribbons-All Scotch Tape 
Colors & Widths Clear & Colors 


Diamond “Cellophane” Products 


Harry L. Diamond Robert I. Brown 
“At Your Service” 
2902 So. Michigan Ave., Chicago 16, Ill. 


CORN SYRUP TO TRADE. 
For. vegetable shortening any 
quatitity, preferably in carload 
lots. Immediate delivery. Ad- 
dress G-7468, c/o The Manufac- 
turing Confectioner, 400 W. 
Madison St., Chicago 6, IIl. 
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From Our Stock of 5000 Modern Machines 


Hollow Mould Chocolate Equipment, Reiche Gabel Plastic Machine with large assortment 
Tumbler, Elma Fillers, 2000 Hollow Moulds, of dies. 


all kinds and sizes. Racine Model M Die Pop Machines. 


16”, 24” and 32’? National Equipment En- Lynch Wrap-O-Matics with electric eye and 
robers with automatic Feeder, Detailer, Cool- card magasine with automatic Seed for piae- 


; . ing the cards (which are under the product) 
ing Tunnels and Packing Tables. in the pockets of the machine. 


Forgrove Foil Wrappers. 

300 to 2,000 Ib. Chocolate Melting and Mix- _ - 

ing Kettles. 10 to 150 gallon capacity Single and Double 

Mixing Kettles, stationary and tilting types. 

National Equipment Automatic Wood and Savage Oval-type Marshmallow Beater, 110 
Steel Moguls. gal. capacity. 


National Continuous Cooker, complete. 







ae 
Racine Sucker Machines with Conveyors. . 


Simplex Steam and Gas Vacuum Cookers. 





Racine Model M Die Pop Machine 











Sere, 
+ and Baker Perkins 24” Enrobers 








Dayton and Ball Cream Beaters. 
WE PAY MORE FOR 
Hohberger Automatic Continuous YOUR USED MACHINERY 
Cream Machine, consisting of Syrup Realize high cash prices for sur- 
Cooler and Cream Beaters. plus equipment! Whether it be 
a machine, department or com- 


plete plant. 
Ideal Caramel Cutters and Wrappers. 


Write or Wire Collect 
Hansella Automatic Batch Rollers. giving details so that we can 
promptly submit a _ substantial 


. . cash offer. 
5 two thousand Ib. National equipment 


underneath driven kettles. 











Hohberger-Automatic Cream Machine 


UNION STANDARD EQUIPMENT COMPANY 


Cable Address: 
318-22 Lafayette St. -compeeeine New York 12, New York 
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“Confectionately Yours...” 


A UNITED NATIONS box of 
chocolates is the most popular 
item in sweets in the city of Lenin- 
grad, Russia, according to a short- 
wave broadcast from Moscow. The 
container is decorated with the Ham- 
mer and Sickle of Russia, the Stars 
and Stripes of the U. S., and the 
Union Jack of England. “Leningrad 
in peace has not forgotten her allies 
in war,” reported the announcer. 


* * * 


Pet Peeves: “The person who 
pinches her way through a box of 
chocolates trying to find the soft 
centers.’—(Wake of the News)— 
Chicago Daily Tribune. 


* * * 


It has been reported that the aver- 
age American reaching the age of 
70 has consumed during his lifetime, 
150 head of cattle, 225 lambs, 26 
sheep, 310 swine, 2400 chickens, 26 
acres of grain, 50 acres of fruits and 
vegetables. — Sweet Meets. (No 
weight sizes or bushels per acre 
given.—Ed.) 


* * * 


En route to London recently, the 
eleven-year-old monarch, King Faisal 
II of Iraq eluded his bodyguard in 
a French city and went in search of 
a candy counter. He found one, 
ordered a nougat, and ate it. How- 
ever, the king did not have any 
French money so was unable to pay. 
The candy vendor called the police. 
The royal chamberlain also called 
the gendarmes and asked them to 
find the missing monarch. Every- 
thing was finally straightened out 
and the king proceeded to London 
after receiving a royal salute of 
twenty-one guns at Dover, England. 

* * * 

“Little White Lies”: What you 
smell, dear, is some rum flavored 
candy they passed around at the 


office.”"— (Wake of the News) —Chi- 
cago Daily Tribune. 


* * *& 


In a drugstore, as a father bought 
his little daughter an ice-cream cone: 
“Now let’s eat it and not wear it.” 
—(Picturesque Speech and Patter) 
—Reader’s Digest. 


* * * 


“Peace is raging throughout the 
world.” — Charlie McCarthy Radio 
Show. 


* * * 


A Chicago candy manufacturer 
reports the theft of $1,300 worth of 
sugar recently. 
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Ambrosia Chocolate Co.............::sssssseee 68 
American Dry Milk Ass’n.................:000+9 12 
American Food Laboratories, Inc. 3rd Cover 
American Lecithin Co............cccccseeeeeees 61 
American Machine & Foundry Co. June “46 
Amsco Packaging Machinery, Inc...July ‘46 
Angermeier, T. H. & Co...........cccccsseeeseee 7 
I I i iicccicsccccsnsecensencecccnscionsin June ‘46 
Aromanilla Co., Inc..............ccceseeee May ‘46 
NI: SEIN cciencnscteceendsenevenstnsmnevasntos 45 
Baker Importing Co...............csscsssesesrees 70 
Berry Copper Works, A.............:c:cscsse00 70 
Blumenthal Bro................c000cseeeeeeees June ‘46 
Bem, BER Te, GTR ..ncciceverercsesovessoscescescere 68 
| EGRELSIRRERRE iaclery ranean eeenre ee art meer een 16 
Borden Company. The...................... June ‘46 
Brokers, Confectionery.................... 73, 74, 75 
Bulkley, Dunton & Co.............:ccc000 June “46 
i cea ensahaeinelins 24 
California Almond Growers Exchange.... 17 
California Fruit Growers Exchange 

PO Ne NEE ee Ne oe Ee 10, 23, 25 
EES Reo eer eran 68 
EE OD 3 
Cocoline Products, Inc....................... June ‘46 
Clinton Industries, Inc................... 4th Cover 
Cochrane Corporation........................ July ‘46 
Confection Machine Sales Co................. 59 
Consolidated Products Co., Inc................. 76 
I ic ineicateicigaciacal June ‘46 
Corn Products Sales Co..................... June ‘46 
Currie Manufacturing Co................... June ‘46 
D a s 60 
TEC a 55 
Diamond Cellophane Products................ 76 
Dodge & Olcott, Imc...........cscccscscerseceees July ‘46 
Domestic Egg Products, Inc..................... 61 
UN NN a seeticictbniccenemimonnan 6 
du Pont de Nemours, Inc., E. I....... May ‘46 
Dyer & Company, B. Wa... 58 
Economy Equipment Company.................. 71 
Ever Ready Label Corp.................ccccceeees 4l 
ee Ta June ‘46 
Felton Chemical Company, Inc.....2nd Cover 
Flavaroma Laboratories.................... July ‘46 
Florasynth Laboratories, Inc..................... 16 
Food Materials Corporation.............. July “46 
Fritzsche Brothers, Inc..................0.ccccc000- 4 
i TEE 60 
Gardner-Richardson Co................... May ‘46 
Gaylord Container Corp................... June ‘46 
Greer Company, J. W..............0000. July ‘46 
Handler and Merckens.......................0000 59 
BEG BOW Bh anc sccsssecccvsssccccesccocssced May ‘46 
Hooton Chocolate Co................cccccccecseeeees 71 
ee ree July ‘46 
Ideal Wrapping Machine Co................. 4l 
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Kraft Foods Company.................cccsssessee 62 
Lachman-Novasel Paper Co................::00++ 47 
Land O’Lakes Creameries, Inc................. 22 
Lehmann Company, Inc., J. M................. 66 
Leng & Co.. Inc.. James B..................02es0000 71 
Lrrodees Cen, GeGtG®.......cccrccccccccrcsessccsessees 20 
Lynch Manufacturing Corp....................... 37 
Magnus, Mabee & Reynard, Inc............. 15 
Management Tool................:::-sssesneenees 8 
II Ns Bi icacciesasiccvcnvencasecrenscienescnsonss 18, 19 
Marwyn Dairy Products Corp................. 64 
Merckens Chocolate Co., Inc.................. 59 
Midland Farm Products, Inc................... 9 
Mills & Bros., Inc., Thos................. June ‘46 
Monsanto Chemical Company................ 63 
National Food Products Co...................+ 72 
National Ribbon Corporation.................. 44 
National Starch Products Co................... 39 
Neumann-Buslee-Wolfe, Inc...................0+ 72 
Nulomolineg Company, The.............. May ‘46 
CU FINE, Bp acssceeccscsecsesesvccsieseicess 44 
Package Machinery Company.................. 34 
eee 72 
ND SN ic cccscccttcndecinccscniiinn 45 
Pitt & Sons Co., The C. M............... July ‘46 
Polak & Schwartz, Inc.......0...........:cc000 69 
Polak’s Frutal Works, Inc................... July ‘46 
Prestige Products Company...................... 70 
Pulverizing Machinery Co....................... 51 
Refined Syrups & Sugars. Inc........... June ‘46 
Riegel Paper Company....................0008 48 
TROD GE TRI, BiG an eeccresescccesccsccsccccscceses 61 
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Solvay Sales Corporation................ June ‘46 
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Specialities Appliance Corp..................... 64 
Rs Gi Be a Mi cccinecencccscsccsccecsecnsns ll 
Sweetnam, Geo. H. Inc....................00 4l 
SU I FO iia scald cenilingnsentaesnlacin 67 
Sylvania Industrial Corporation.....July ‘46 
Be cy I iiceiticccicssaceiensepentansasesenssinanece 47 
Be Bi lin Pep iicicinsgennidictieessinssenadsinnitess 58 
Union Pacific Railroad........................:0+ 21 
Union Standard Equipment Co............... 77 
Vacuum Candy Machinery Co......June ‘46 
Voss Belting & Specialty Co................... 65 
Warren Bros: Corp................:ccsse0 June “46 
Werner, John & Sons. Inc...............ccc0cc0000 69 
Weygandt Co., T. Cu.....cecccccsseesees July “46 
TI IIo neesccevsccocccseccccccesens June “46 
Pe TN  incseinsccesccecsccecescnscnessecee 55 
Wood & Soellick, Ine...........0:scccccccsseees June ‘46 
Worthington Sales Associates.......... July ‘46 
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mexican C Coffee Past 
for America’s Coffee Taste ! 


RICH, PEPTIVATING DEMI-TASSE FLAVOR — that’s what American Coffee 
Paste gives your confections! This is 100 percent coffee in convenient 
paste form — no brewing, dissolving, heating or cooling; ready to add for 
instant dispersion without muss, fuss or waste; always uniform and won't 
cook out. Costs less to buy, store, handle and use. Made under AMERICAN’S 
scrupulous production standards in spotless laboratories. Fully guaranteed. 
Dutch Hopjes type also available— and many other fine candy flavors. 


AMERICAN FOOD LABORATORIES, INC. 
860 ATLANTIC AVENUE © BROOKLYN 17, N. Y. 
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